


PONTON 


DIRECT MAIL 


TO PUBLISHERS WHO WANT 
SUBSCRIBERS — 


YOUR PROSPECTS ARE HERE! 


. . « These and many other Lists com- 
piled and arranged in any desired 
financial and geographical classifica- 
tions . . . Addressing done directly on 
your own promotion literature. 


1,725,000 PROFESSIONAL PEOPLE 
4,000,000 BUSINESS EXECUTIVES 
15,000,000 HOME OWNERS 
26,000,000 HOME MAKERS 
15,000,000 BUSINESS MEN 






50 East 42nd Street 
New York 17, N.Y 


MUr 





ry Hill 7-531) 


SPECIALIZED AUTOMOTIVE LISTS 


. . . 375,000 names—the most com- 
plete and detailed coverage of the 
automobile industry, including — 


AUTO ACCESSORIES RETAIL 

AUTO FILLING STATIONS 

AUTO FILLING STATIONS AND 
GARAGES COMBINED 

AUTO FILLING STATIONS OPERATING 
RETAIL ACCESSORY OUTLETS 

AUTO GARAGES 

AUTO GARAGES ALSO SELLING 
ACCESSORIES 

AUTO DEALERS ALSO OPERATING 
GARAGES AND FILLING STATIONS 
AUTO DEALERS ALSO OPERATING 
RETAIL ACCESSORY OUTLETS 

AUTO REPAIR SHOPS, EXCLUSIVE 
AUTO TIRE DEALERS, EXCLUSIVE 
AUTO RECAP AND VULCANIZERS 
NEW CARS (by makes) AND USED CAR 
DEALERS 


THE ‘BACKBONE’ OF BUYING POWER 


... 115 million names carefully and 
accurately compiled to include both 
individual and business names — to 
insure that ‘direct-to-the-spot’ mail- 
ing. 






MAILING 


® MANUFACTURERS © WHOLESALERS ¢ 
MERCHANDISE RETAILERS @ BUSINESS 
MEN COVERING UNITED STATES ¢ MALE 
FACTORY WORKERS © FEMALE FACTORY 
WORKERS © SERVICE COMPANIES e 
ARCHITECTS © ENGINEERS © ATTORNEYS 
@ ACCOUNTANTS ¢ TEACHERS ¢ PHYSI- 
CIANS © DENTISTS © OPTOMETRISTS @ 
OPTICIANS © NURSES ¢ HOUSEWIVES 
© BETTER CLASS HOME OWNERS e¢ 
CHIROPRACTORS, etc. 


SERVICE 


AND — 
WORLD-WIDE MAILING LISTS 






Foreign and domestic... PONTON’S 
‘up-to-the-minute’ Lists of Business 
and Professional classifications, 
compiled and arranged for every 
purpose — in every country. 


W. S. PONTON 


INCORPORATED 


44 Honeck Street 
Englewood, N. J. 


ENglewood 4-5200 





















Ever have work from your office 
duplicators come out looking like 
early hieroglyphics? . . . filled let- 
ters, smudges, blots? The culprit 
may be just plain lint. 

You see, lint from some papers 
is picked up by the blanket or 
plate . . . then takes on ink... 
and leaves a dot or line on the fin- 
ished copy. The more lint, the 
more unexpected dots or lines. 

The remedy is as simple as the 
cause. Use Eastern’s lint-free du- 
plicating papers. Special surfac- 
ing and sizing built into these fine 
papers eliminates the possibility 


of a “‘linty”’ surface . . . assures 
clean, clear impressions on every 
job. 

For top quality work on sten- 

cil, spirit or offset duplicators . . . 
for papers that look well, print 
well and permit fast, trouble-free 
operation, use Eastern’s Office 
Papers: 
ATLANTIC BOND, ATLANTIC MIMEO 
BOND, ATLANTIC OPAQUE, ATLAN- 
TIC DUPLICATOR, MANIFEST MIMEO 
BOND, MANIFEST MIMEO, and 
MANIFEST DUPLICATOR. 

For sample packets or sheets 
write or call. 





sd 
ATLANTIC BOND juss PAPER LD 


MADE BY EASTERN CORPORATION + BANGOR, MAINE 
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what makes 
planned circulation click? 


Could it be we have 
just one “sacred cow”—our customers? 


. . Your requirements come first: 
(We have no company-owned lists . . . 
no compiling service) 
our time is your time—and we'll 
spend it combing the market for you! 


. We don't sell list maintenance 
or mailing house services (but we can advise 
you free on various methods). 


. We are completely independent— 
not affiliated with any company or organization. 


No account is too small—or too large—for 
us to give you personalized service. 


Just call us for screened lists . . . 
or if you have a good list 

you want placed 

on the market! 


planned circulation 
The Fastest Growing Independent List House 


19 West 44 Street 


New York 36, N. Y. 
Tel: MUrray Hill 7-4158 
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The Secret of Success in Mail Order: 
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SECTION Ill: 
The Basic Principles of Mail Ordev 
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Space Advertising and Publicity in Mail Order 
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HECO Envelope Co. 


4500 Cortland Street 
Chicago 39, Illinois 
Phone CA 7-2400 


FULL COLOR 
POSTCARDS 
for less than I¢ apiece! 


+x Made direct from your trans- 
parency, Crocker’s full four-color 
postcards with theirexclusive Mirro- 
Krome finish are ideal for direct 
mail, dealer promotions and many 
other uses. Write today for free 
samples and price list. 


Department R-4 
H.S. CROCKER CO., INC. 


SAN BRUNO + CALIFORNIA 








ELI-KOSOS 


FOR 
THE BEST IN MAILING 


LISTS 


45 Astor Place, New York 3, N.Y 





DIRECT MAIL 
DAYS 


Chicago and New York are staging “Direct 
Mail Days” in carly May. Both will probably 
pull attendance nearly as large as the an 
nual conventions. Here's a brief description 


New York: Wednesday, May Sth, Roosevelt 
Hotel. General Chairman, W. G. Fischer, 
Reuben H. Donnelley Corporation, New 
York. Price $12.00. Reservations through Felix 
Tyroler, Managing Director, Mail Advertising 
Service Association of New York, 37 West 
i3rd St., New York 36. Featured luncheon 
speaker, Senator Estes Kefauver, who will 
give his views on postal situation and other 
things 

Morning program devoted to planning and 
techniques. Speakers include Richard Man 
ville of Richard Manville Associates, New 
York (on research) Ralph Fairbanks of Fair 
banks Associates, Greenwich, Conn. (on new 
developments in machines and methods of 
mathngs) and others to be announced later 
In the afternoon the speakers (on uses) will 
be: James Dooley of Atlantic Advertising, At 
lantic City, on mail order; Richard Sickler, 
FE. I. du Pont de Nemours & Co., Wilming 
ton, on industrial uses; Hamilton B. Mitchell, 
Reuben H. Donnelley Corp., New York, on 
dealer helps and W. Emerson Gentzler, as 
sistant provost, Columbia University, New 
York, on fund raising 

\ big day and we hope to see man 
of our friends there 


Chicago: Friday, Ma 7th, Palmer House 
General Chairman Charles S. Downs of Ab 
bott Laboratories, North Chicago. Price $10.00 
Reservations to “Direct Mail Day in Chicago,” 


If thev d eT | care of Chicago Federated Advertising Club, 
ley do, you can t expect mucn 139 North Clark St., Chicago, Ill 


Do your mailings have Spring Fever? 


— . . eatured | co speaker, Congressman 

work (RETURNS) from them. Let’s meer | Cotton (R., Pa ; ee mem 

‘ . . : ber of the House Post Office and Civil Serv 

liven them up by using a Cupples ice Committee, who will discuss prospects 

. : : ’ for rate adjustments during present Congress 
Personalized envelope which Is Twenty-eight speakers on how to improve 

efhaiency of ducct mail. Lawrence Chait, 

hound to give them more selling president of the DMAA and Director of List 

=. Research for Time, Inc., will outline the 

power. The services of our role of direct mail in a period of business 

uncertainty. Others: Maxwell C. Ross, 

Art Department are available Advertising Manager of Old American In 

surance Company, Kansas City, “How to 

at no cost or obligation to you. Write Direct Mail Copy That Sells.” H. Kurt 

. Vahle, Vice President of Cupples-Hesse En 

Call your Cupples salesman today and velope Company, St. Louis “The Importance 

: of Color in Direct Mail Advertising.” Series 

let him show vou how to increase of rapid-fire case histories will follow: Ralph 

7 T. Curtis, General Manager of Ross-Martin 

your mailing returns. & Co., Tulsa, “How Direct Mail Boosted 
: $50,000 Local Sales to $500,000 National 
Sales in Five Years.” Paul Bringe of Milwau 

kee Dustless Brush Co. “How his company’s 

for information call: TRiangle 5-6285 sales increased after salesmen were replaced 
by direct mail.” Whitt N. Schultz of Illinois 

other offices are in: Bell Telephone Co. “How We Built a Suc 
cessful Mail Order Business on a Shoestring.” 


Boston + Washington - Philadelphia Feature of the afternoon nine “Circles of In 
formation.” Twenty experts presiding over 








roundtable workshop sessions 
All who attend will surely get their moncy’s 
worth 


Note: Just as we were going to press, learned 


that there will be another “Day” in Des 
upp eS Moines, lowa on May \\th. Program details 

not yet available. Get information from local 
idvertising Club 


envelope co., inc. 


360 Furman Street + Brooklyn 1, Neu York 
THE REPORTER 
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MACHINE PERFORMS 
7 OPERATIONS 


. Gathers enclosures. 

. Inserts in envelopes. 

. Moistens envelope 
flap. 

. Seals envelope. 

. Meters postage or 
prints indicia. 

- Counts total mailing. 

« Stacks finished 
pieces. 








mailing costs 


be reduced 


INSERTING & MAILING MACHINE 
CUTS COSTS BY 80%! 


“Let a machine do the job” is the phrase 
which built American Industry. Now 
Inserting & Mailing Machine applies the 
same slogan to mailing. By reducing 
hand labor to the minimum, this ma- 
chine saves users as much as 80% of 
mailing fulfillment costs. 


One operator does the work of dozens 
of clerks. One unit replaces several old- 
fashioned “mailing machines.” One 5x10 
section of floor space is all that’s needed 
to process mailings running into hun- 


dreds of thousands. A single Inserting 
& Mailing Machine, manned by one 
operator, turns out from 3,000 to 4,000 
pieces of mail per hour ... prepares a 
mailing of 10,000 pieces in less than half 
a day. 


Check your savings ... With rising post- 
age, paper and printing costs—it’s more 
important than ever to save on mailing 
fulfillment. Write today for folder or 
ask to see Inserting & Mailing Machine 
in operation in your city. 


INSERTING AND MAILING MACHINE Co. 


PHILLIPSBURG, NEW JERSEY 
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GATHERS ENCLOSURES INSERTS INTO ENVELOPE 


SEALS ENVELOPE 


PRINTS POSTAGE INDICIA 





COUNTS & STACKS 


The inside story of 


the list business #19 
Part Il 


Last month we jotted down some basic rules for accurate 
testing as a check list for old hands. Now here are some 
more suggestions for the mailer who is just 
a ™ starting or for the experienced mailer who has 
a brand new gimmick. The first thing to test 
is the market — that is, you have to find out if this 
gimmick can be sold at all by using direct mail. 
The second thing to find out is what kind of market you 
have. In order to avoid wasting time and money with a 
proposition which really has no future sale of any size, 
you should carefully weigh immediately against potential! 
profit. 
Using only small cream lists can get a quick return on 
your money, but when you have covered this specialized 
market you may have no other place to go — except 
out of business. 


Variety tells more 


While you can get some basic idea of response from a 
test of 5,000 pieces, the test campaign would be more 
accurate if 10,000 were mailed. At least five to 

eight lists could then be included on the sched- &. 
ule. These lists should not be all the same kind. 

One typical list can always represent groups of similar 
ones. 

For instance, suppose you wanted to find out if it is 
possible to sell night driving glasses by using lists. What 
is the logical market as represented by mailing lists? 
First, naturally owners of cars. Fitting into this category 
are two main types of lists — car registrations and names 
of buyers of car accessories by mail. 

What other kind of people would be likely to be in- 
terested in night driving glasses? Cautious people such 
as those who take out insurance and who take special 
care of their health, and older people who worry about 
accidents. 


Car washes to tombstones 


Each of these categories can be represented by more 
than one list. There are buyers of car washes, seat- 
aA covers, auto parts, car repair manuals and other 
(O}I things in the auto field. There are several lists 

‘ of buyers of insurance. There are many lists of 
people interested in their health such as those who bought 
vitamins, health books and courses, reducing aids, stop 
smoking remedies and health foods. There are a number 
of lists of older people representing both compiled 
names and buyers of such things as denicotinized to- 


bacco, scalp treatments, men’s health belts, books on 
where to retire, and tombstones. 


So now we have for your schedule three main categories 
with several choices of lists within each group. The 
quality of these lists will vary widely, but an experienced 
broker will know which are the best ones to include. 
If only five lists are to be selected, it would be a good 
idea to select the broad list of registered car owners, 
the best list of car-owning mail order buyers, a list from 
the insurance angle, a health interest list and a list of 
older people who have bought something by mail. 
This small schedule, however, is really inadequate for a 
good test. If 10,000 could be mailed, there would be 
room for testing at least two good lists of mail order 
buyers of auto accessories and another list completely 
outside of this field such as a top grade list of gift buy- 
ers. Such a high proportion of people in middle income 
and up groups own cars that the positive identification 
as car owner may not be the best criterion. A market of 
several million buyers of gifts should not be overlooked 
by any mailer. Then, too, if 10,000 pieces are scheduled 
instead of 5,000, the number of names per list can be 
increased. This is almost necessary to get a true picture 
of a large list. 
A new item can be put on the market in several ways. 
Unless a huge amount of capital is available, it is prac- 
fT / tical to start in a small way. In retail distribu- 
tion it may sometimes be advisable to start in 


~~ @ one state and spread area by area, but in the 


a mail order business, the expansion can be car- 
ried out better by starting with the best lists and ex- 
panding into the fringe markets as represented by less 
specialized lists. 


Copy and price tests 


It is possible to make copy tests simultaneously with 
list tests if the sample is large enough. The mechanics 
of the test will be complicated, though, if you want real 
accuracy. Names will have to be alternated practically 
one by one and great care taken in the supervision of 
the mailing. It is only advisable to attempt something 
like this if you are greatly pressed for time and find it 
essential to test more than one copy or price appeal. 


We started off this series on testing by saying that it’s 
a cinch to test lists. By now perhaps you are wondering 
what our definition of a cinch is! We admit it is a very 
complex subject, but we had in mind that it’s not neces- 
sary to be a mathematician or have a degree in statistical 
analysis to te able to test intelligently. 


There is still plenty more to be said on the subject of 
testing, not the least of which is the analysis of results 
once you get them. These results must always be the 
spring board for more tests. 

So next month we will try to give you a picture of how 
some experienced mailers get ideas for better testing by 
watching their returns and the pattern of response. 


President 


NAMES UNLIMITED, INC. 
352 Fourth Avenue Murray Hill 6-2454 N. Y. 10, N.Y. 
Charter Member National Council of Mailing List Brokers 


OUR 26th YEAR IN THE LIST FIELD 
































We welcome your direct mail ideas and news items for this department. Send a 
Short Notes Department, The Reporter of Direct Mail Advertising, 224-7th St., Garden City, N.Y 


| material to 

















[] HERE is another special issue .. . 
with one continuous feature study de- 
voted entirely to one subject. This time, 
we've tackled a complicated How To 
Think About Mail Order. First time 
that this division of direct mail 
has been handled in this fashion. At 
least, you will find things which haven’t 
appeared in the many books on direct 
mail and mail order. A few words of 
caution to our many readers who may 
think they are not interested in “mail 
order”: Don’t skip this feature. Many 
of the theories, techniques, or opinions 
revealed in this study apply in some 
ways to other types of direct mail. You 
may be missing something. Our Short 
Notes will be short in quantity this 
month . . . to give all possible space to 
the feature. Next month, we'll resume our 
usual pattern of covering many things. 
eee 

[] A GOOD STATE PROMOTION 
BOOKLET was recently issued by the 
State of North Carolina, Department of 
Conservation and Development, Raleigh, 
N.C. If interested, write to Charles 
Parker, state advertising director. We 
are always interested in such booklets be- 
cause they show a lot of pep and vine- 
gar in striving for progress. And North 
Carolina is certainly a fine example. 
Which reminds us of another memo for 
epicures. We wanted to give a good-bye 
party for Jack Lord, who was leaving the 
Direct Mail Advertising Assn. for a spot 
in Marion, Ohio. Happened to remember 
a wonderful meal we had in Raleigh of 
pig barbecue, hush puppies and crack- 
lings. Called the always helpful Jimmy 
O’Neal and he had the meal specially 
prepared for us in Raleigh. It was put on 
a plane and within a few hours was in 
New York, ready to serve after a little 
heating. Nothing quite like it. 


JJ) 


LARGE MAILERS might like to 
know about a new consulting service, 
specializing in efficiency methods for 
large mailing operations. Ralph Fair- 
banks and Robert Wetzler have teamed 
up to form Ralph Fairbanks Associates, 
of Greenwich, Conn. Both were formerly 
methods experts with Ernst and Ernst. 


APRIL, 1954 


The new firm now has a staff of seven 
management and methods specialists. All 
have served such varied operations as 
large direct mail lettershops, and both 


FAIRBANKS WETZLER 


large circulation consumer and small cir- 
culation trade magazines, plus a number 
of mail order organizations. They have 
worked with already available address- 
ing and control systems, and at times 
have worked with the manufacturer in 
developing new high-speed equipment. 
Some day we hope to have a more com 
plete story on some of their outstanding 
successes. 


| 
eee 


[] CONGRATULATIONS! The New 
York Guild for the Jewish Blind an- 
nounced, on March 16, that it was vol- 
untarily giving up the mailing of un- 
ordered merchandise (pencils) as a 
method of soliciting funds. The action 
was taken, according to the president of 
the Guild, because “less scrupulous 
groups” are using the same technique 
which the Guild has used for about 40 
years. We think many of the charitable 
groups will be forced to make a similar 
decision because of the widespread an- 
tagonism toward the sending of unor- 
dered merchandise by mail. 


JJ) 


[) THE POST OFFICE DEPART- 
MENT usually gets damned for poor 
service. Seldom praised for good service. 
So here is a pat on the back for some 
clerk in the Garrison, N.Y., Post Office. 
A subscriber there had our name on the 
promotion list, but on a recent mailing 
something happened to the Addresso- 


you gotta use 


PsyChology! 


In direct mail advertising, every 
trick known to man has been tried. 
But the simplest gimmick of all is 
still the best. 


If you want your mailing to be read, 
play hard to get... but not too hard! 
Use sealed self-mailers. The advan- 
tages of the self-mailer are obvious, 
but sealed self-mailers offer a greater 
psychological advantage. People just 
naturally like to break a seal. They 
derive a sort of satisfaction from it... 
and once the seal is broken, the na- 
tural reaction is to see what is inside. 


"ee 


| ee 

A seal offers other practical advan- 
tages too. A reply card inserted in 
your mailer will greatly increase the 
response ... and when the mailer is 
automatically sealed on the Seal-O- 
Matic machine, THE REPLY CARD CAN 
BE TIPPED IN, SECURE FROM LOSS, AT 
NO EXTRA COST. 


Automatic sealing is fast too. 
Average rate is 13,000 to 
15,000 pieces per hour, witH 
OR WITHOUT A REPLY CARD 
TIPPED IN. 


For further information, 
and free book about 
what Seal-O-Matic 
sealing can do for 
you, write today! 


EAL-O-MATIC 


HAL: 


Vw) 


50 R East Wesley Street 
South Hackensack, N. J. 


Exclusive users in 


the New York area 


Automatic Sealing Service 
115 Christopher St., N. Y. C. 





New Booklet tells of... 


160 Ways 
toUse | 
AUTOMATIC © 
TYPING 


17'S NO SECRET that individually typed 

letters bring better results. But hand- 
typed letters can become very expen- 
ive when used in volume for routine 


wrrespondence or direct-mail selling 


’ 
AUTOMATIC TYPING of personalized iet- 

ters by Auto-typist equipment is the 

economical solution. Just how auto- 
matic typing can be used to cut costs 
and increase returns is contained in 
the 16-page booklet, “How to Use 
the Auto-typist.”” Present applications 
by business, industry and institutions 
are listed along with comments on 
the equipment. Fill out the coupon to 


receive your copy. 


AMERICAN AUTOMATIC 
TYPEWRITER COMPANY 
Dept. 24 

614 N. Carpenter $t., Chicago 22, Il! 
Gentiemen 

Please send me a copy of “How to use 
the Auto-typist 


Name 


Address 


City Zone State 


| 
! 
i 
! 
Company & Title i 
i 
! 
, 
! 
| 


fromm nn ee --- 


graph plate and only the top part made 
an imprint. The street address and the 
city of The Reporter was blank. But the 
piece was delivered promptly to Garden 
City. That is good service . . . or maybe 
it proves that The Reporter is getting 
famous. 


i | 
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[ TWO OLD FRIENDS of this re- 
porter have stepped up the ladder. T.M. 
(Ted) Gilbert was elected president of 
Gilbert Paper Co., Menasha, Wis. on 
March 23 (effective April 1). Ted suc- 
ceeds his dad, George M. Gilbert, who 
is retiring after 40 years of association 
with this well-known manufacturer of 
high-grade bond papers. 

S. Arthur (Red) Dembner, formerly of 
Time, Inc., before he joined Newsweek 
some time ago, has been promoted to 
Circulation Promotion Manager. 

Other notable personnel changes this 
month: Wilfred H. Schild has been ap- 
pointed vice president in charge of sales 


Gilbert Dembner 


for W. S. Ponton, Inc., Englewood, New 
Jersey list compilers . . . Lester Langer, 
general manager of the mail order divi- 
sion of Breck’s of Boston has resigned 
to open his own agency (Lester Langer 
Advertising), Brumder Bldg., Milwaukee, 
Wis. . . . American Mail Advertising, 
Inc., 610 Newbury St., Boston, Mass. 
announces that Walter L. Campbell has 
joined them as vice president. He was 
formerly advertising and sales promotion 
manager at Monsanto Chemical Com- 
pany in Everett, Mass. . . . and Milton 
S. Ingeman switches from Warwick & 
Legler Advertising Agency to Sande 
Rocke & Company, Inc., New York as 
vice president. He'll handle merchandis- 
ing, sales promotion. 


$72 


[] SENTIMENTALITY was the keynote 
of a testimonial luncheon staged on 
March 25 at the New York University 
Club by the Strathmore Paper Co., of 
West Springfield, Mass. Editors of the 
advertising and graphic arts trade 
press, noted designers and artists 
and graphic arts experts were in- 
vited to honor Will Bradley, who came 
out of retirement at the age of 86 to 
design another remarkable sample port- 
folio . . . nearly 60 years after his first 
commercial assignment by Strathmore. 
To newcomers in advertising and the 
graphic arts, Will Bradley’s name may 
not be so well-known, but he made a 
profound impression on the printing in- 


dustry. His Wayside Press, in Spring- 
field, Mass., and his magazine, Bradley— 
His Book, did much to improve graphic 
arts design. We understand that Adver- 
tising Manager Bob Clark will have 
copies of the Bradley portfolio available 
in a short time. A collector's item. 


pp 


() IF YOU WANT TO SEE our candi- 
date for one of the most beautiful letter- 
heads of the year, write to Harry Latz, 
at Spellbee, Inc., 16 W. 10th St., New 
York 14, N.Y., and ask him to tell you 
about Spellbee on his expertly designed 
letterhead, inserted in its matched en- 
velope, and accompanied by Harry’s 
matched business card. A perfect job of 
showmanship. Spelibee, incidentally, is 
a new game of skill for use in theaters 
and in the home. Harry, of course, hopes 
Spellbee will develop into a craze. 


432 


(J) A DISTRIBUTION DATA GUIDE 
will be issued monthly by the U.S. De- 
partment of Commerce. Vol. 1, No. 1 
was for March 1954. For the time being 
distribution will be free upon request, 
but it is anticipated that the service will 
be placed on a regular subscription basis 
later on. The monthly guide will contain 
a selective, descriptive listing of basic 
government and non-government mate- 
rials of significant interest in the field 
of distribution. If you want to get on the 
list, write to Harry W. Ketchum, acting 
director, Office of Distribution, Depart- 
ment of Commerce, Washington 25, D.C. 


(refer to DDG). 
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() MORE DIRECT MAIL EDUCA. 
TION: The 1952 DMAA “Best of In- 
dustry” portfolios were presented to the 
William Allen White School of Journal- 
ism and Public Information of the Uni- 
versity of Kansas. Presentation was made 
to Dean Burton W. Marvin by Perce 
Harvey, Jr., president of Harvey Adver- 
tising Agency, 119 E. 8th St., Topeka, 
Kan. and chairman of the DMAA Edu- 
cational Committee. The 50 top cam- 
paigns will be used for classroom study 
when the school adds a new direct mail 
course in the Fall. The William Allen 
White School is one of the leading 12 
universities and colleges which have an 
accredited advertising curriculum. Perce 
reports that additional portfolios of win- 
ners are available for other colleges. 
Write to him for details. 


JJ] 


() WORK-AT-HOME-RACKETS get a 
good going-over in the March issue 
of Today's Woman magazine. An arti- 
cle titled Do You Fall For Work At 
Home Schemes? by David Dressler blasts 
the slick mailbox con men... and 
warns women not to fall for the “make 


THE REPORTER OF DIRECT MAIL ADVERTISING 














YAMMERMIEg 
BOND 


WHITER! BRIGHTER! 


and still towering above all others 


as America’s most used bond paper 


for color lithography choose Hammermill Offset 











Here’s why 


" BOND vf 


is America’s most used Bond Paper 


it looks better / Hommermil Bond‘s new brighter blue-white and 12 distinctive 


colors invite readership .. . give added prestige to printed, typed or written messages. 


it rints better / strong, uniform Hammermill Bond gives sharp, clear printin 
g 


results. Its trouble-free qualities help speed up pressroom production. 


it types bette r/ The new, improved surface of Hammermill Bond helps secretaries vf 


turn out neat, easier-to-read letters. Corrections are clean, because erasures are almost invisible. 


MMERMs 
Wr "BOND 


For over 40 years America’s most used bond paper 





$100 a week addressing envelopes” 
rackets. Dressler’s wife answered ads in 
magazines and newspapers for every- 
thing from addressing jobs to “get your 
song published.” She found that most of 
them were out and out swindles. Dressler 
estimates that the number of phony 
operators with big promises run into the 
thousands. And that housewives are 
fleeced of anywhere from $1 to $1,000 
t them. The substantiated facts from 
Better Business Bureau checks made bv 
Dressler are shocking. Sad part about it 
is that postal inspectors seem to be 
helpless . . . as most of get-rich-quick 
schemes operate just under the thin wire 
of postal and advertising regulations. 
Maybe the DMAA Ethics Committee can 
bridge the gap . . . and help stamp out 
the nasty mess that is corrupting direct 


mail. 
JJ) 


“THANKS” DEPT.: Edward W. Os- 
ann creative letter writer of 175-35 88th 
Ave., Jamaica 32, N.Y. has taken our 
booklet How To Think About Direct 
Mail and boiled it down to a basic primer 
of direct mail to sell his services. Titled 
Questions and Answers About Direct 
Mail, it explains how direct mail can be 
used more profitably in the promotion 
of products and services. It’s mainly rec- 
ommended for newcotaers who aren’t 
too familiar with d.m. . . but it’s still a 
good refresher for veteran postage stamp 
users. Mr. Osann has captured many of 
the essentials veterans sometimes forget. 


a8 
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]} POSTMASTER SUMMERFiELD’S 
$12,000 survey claiming that the public 
favored postal rate increases has been 
refuted by the DMAA. They've come up 
with an extensive survey of their own 
. . . proving that Summerfield’s question 
naire still leaves an awful lot to be an- 
swered. The DMAA survey on How Post- 
al Rates and Service Affect the Ameri- 
can Economy found that 97% of a 3,000 
total were strongly opposed to any fur- 
ther rate increases. The survey was put 
together by Jack Lord, former Associate 
Managing Director of DMAA now with 
Howard Swink Advertising Agency, Mar- 
ion, Ohio; Paul Franzenburg, Jr., Franz- 
enburg’s Wolf Creek Smoke House, Con- 
rad, Iowa; and Lewis F. Gordon, Jr., of 
Claude Grizzard Advertising, Atlanta, 
Georgia. Research teams were dispatched 
to representative cross-section towns 
where third-class permit holders, business 
firms and individuals were interviewed. 
The 3,000 questioned offered these con- 
clusions: 1) 35% said an increase in 
third class would force them to curtail 
their mailings or abandon their d. m. 
activities; 2) 27% said increases would 
place their firms in jeopardy — cither 
forcing them out of business or neces- 
sitating drastic reorganization; 3) 17% 
said increases would mean drastic re- 
ductions in their profits; 4) 34% were 
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NEW IMPROVED PORTABLE PAPER 
GATHERING MACHINE 


... adds 8 extra hands 


to your department ! 


FEATURES 


Light weight and compact—occu- 
pies only 16” x 27” (including 
stacking bin) of desk space. 
Special tilted bins, and patented 
Ejectomatic feed—assure smooth, 
dependable operation. 

Hand lever can be located on 
either right or left side—for oper- 
ator’s maximum convenience. 
No set up time—always ready for 
use. 

l-year gua.antee — maintenance 
costs practically non-existent 
Takes both 8%” x 11” and 82” 
x 14” sheets. 


Floor Model (available in 
5, 8, 10, or 16 bins.) 


Tandem Model (available 
in 20 or 32 bins.) 


Available in both 5 and 8 bin models. 


Now you can eliminate the tedious, time 
consuming bottleneck of assembling sales 
bulletins, price lists, or other types of dup- 
licated papers into sets. With the new light 
weight compact Thomas Table-Top Col- 
lator, one operator ...working easily and 
comfortably...can gather papers twice as 
fast as by old-fashioned hand assembly 
methods, with verified savings from 30% 
to 50%. And the Table-Top is accurate as 
well as fast... permits a constant check on 
every collated set so that blank or mis- 
printed pages do not slip through...so 
simple that anyone can opeiate it! 

Find out for yourself how the 8 extra 
helping hands of a Thomas Collator can 
simplify the work of your department. 
Mail obligation-free coupon today! 


Thomas Collators, ., 


Specialists in Paper Gathering 
135 Sales and Service Offices 
from Coast to Coust 


FREE Check coupon for Demonstration 
and/or Collating Analysis Sheet. Shows you 
how to save up to 50%. Also available, 
free bulletins on new Table-Top Model, 
floor models, and high-speed Tandem. No ate. 
obligation, of course. 
THOMAS COLLATORS, INC. 
30 Church St., Dept. F 
New York 7, N. Y. 
| am interested in: 
[_] Demonstration at my plant [] Colloting Analysis Sheet 
() Floor Model () Table Model 
(_] Tandem Model 


Your Name Position 
Company 
Street 


City Zone State 





ROSKAM ~~“ 





TWENTY-SEVEN mailing list “gold mines’’—some 

large, some small — but all recent and highly 

recommended. Check these for future promotions 

—ask us for FREE DETAILS! Hundreds of other 

lists available, too! 

Quantity Descriptive Names No. 
17,500 Farm implement Buyers 21 
20,000 ‘52-53 Needlework Gadget Buyers(5 
68,000 Fiea-No-Mat Buyers 212 
85,000 Knitting Accessories Buyers 213 
75,000 ‘50-53 Flower Material Buyers (75 
25,000 Catholic Rosary Buyers 217 
61,000 ‘48.53 Technical Book Buyers 126 
62,000 Opportunity Seekers 140 
36,000 industrial Brush Buyers 71) fF 
77,000 Nursery Club Buyers 198) > 
50,000 Airline Stewardess Trainees 166) 
635,000 Seed & Nursery Active Buyers (181) 
487,000 Hobby Magazine Sub. & Expires (6 [ 

600,000 Pen-Je! Housewife Names 211) 
300,000 ‘53 Girls Magazine Expires 220 
112,0000 Belsaw Woodwork. Cust.&Ing. (221) 7 
255,000 Child Magazine Subscribers 97) 4 
200,000 Baby's Saftable Buyers 218) 
150,000 Greetings & Stationery Cust 216) 
100,000 Thread by Mai! Buyers 206) 14 
146,700 High-Grade Farmers 200) | 
150,000 Ster Catalog Family Buyers 209) aa 
260,000 Auto Accessory Buyers ‘52-53. .(41 
400,000 Charity Contributors (Comp 163 
240,000 Month's Fad Club Members 134 

1,500,000 ‘52-53 Seed & Nursery Buyers (107 

1,600,000 Needlework Magazine Subscribers (4 

An inquiry does not obligate you in any way. 

Find out about these DIRECT MAIL MARKETS! 

for your 1954 sales profits. Send for FREE DE- 

TAILS on your letterhead. Complete mailing serv- 

ices available at low cost! 


ROSKAM <~ 


HARRISON 6469-1430 GRAND, K.C.6, M0. 





Questions & Answers 
About Direct Mail 


This new booklet contains proven 
selling ideas. Write for your Copy 


EDWARD W. OSANN 


175-35 88th Avenue, Jamaica 32, N. Y 








if you have a list for sale or rental 
of mail order buyers of pharma 
ceuticals for relief of arthritis, 
rheumatism, lumbago, write: 


ARCHER MAILING LIST SERVICE 
140 W. 55th St., New York 19, N.Y 














SPRING SPECIAL! 
“15 | 
Photographer Henry Harris 


ESplanade 2-8626 Mer ves 








of prove® quality 


Industrial List Bureau 
45 Astor Place, New York 3, N.Y. 











flatly opposed to any increases until P. 
O. efficiency is improved; 5) 16.5% 
said increases in postage would force 
them to raise their prices, 6) 9% attacked 
the basic concept of any postage rate 
boosts, maintaining that the P. O. should 
be self-supporting . . . and should receive 
supports from tax funds as a vital facet 
of communications. You can get a copy 
of the detailed 32-page report by writing 
to DMAA at 381 4th Ave., New York, 
mM 
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[] SPEAKING OF SURVEYS... 
here’s one that sounds very encouraging 
for mail order operators. And very ap- 
propriate for this feature issue of The 
Reporter. Lewis Kleid, mailing list spe- 
cialist at 25 W. 45th St., New York 36, 
N.Y., made a recent survey of general 
mail order conditions. He found that 
70% of the nation’s top magazines, fi- 
nancial and business services, book clubs, 
gifts houses, etc., were optimistic about 
business conditions for this spring and 
summer. 72% told Lew that January 
mail order sales were “excellent” and 
“good”. 22% said business in January 
was only “fair” . . . and on the bad side 
of the books, 6% cried that it was 
But the general attitude of op- 
timism was a result of continuing high 
national income, despite the unemploy- 
ment increases and uncertain economic 
conditions. Lew’s survey is part of a con- 
tinuing series he’s got under way. We'll 
report future findings as they arise. 


“lousy”. 


47) 


A HEAVY STOCK ENVELOPE 
printed in black like a mailbox made 
an eye-catching piece for Keller-Crescent 
Co. (advertising), 28 S. E. Riverside Dr., 
Evansville, Ind. Inside was a standard 
No. 10 envelope and a processed letter 
praising the laurels of d.m. The letter’s 
headline: “$1,000,000,000 Plus Wiil Be 
Spent Like This During 1954” . . . and 
rest of the letter explains how “these 
boxcar figures are freighted with im- 
portance for you .. .”. Offers a list of 
25 basic buying urges and tells how K-C 
clients are using them to make mailboxes 
pay off in a big way. We rate this pack- 
age A plus for both showmanship and 
copy .. . that makes sense! 


JJ) 


C) HERE’S A MAIL ORDER SUCCESS 
STORY we've been saving for this fea- 
ture issue. Shaker Square Beverazes, Inc. 
is a liquor store in downtown Cleveland, 
Ohio. Pretty hard to sell by mail (against 
the law to send liquor through the mail). 
Even so, Kandel-Hass Advertising de- 
signed a beautiful Christmas catalog and 
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mailed with an order blank to 4,000 in 
the Cleveland area. There was consider- 
able argument over whether an order 
blank should be included. One was. Ship- 
ments were to be made by personal de- 
livery and by express for long distances. 
Here’s what Gertrude A. Hass reported: 
1) 67 customers used the order blank. 
2) 250 customers came into the store 
with the catalog in their hand as a shop- 
ping guide. 3) Orders ranged from $5.00 
to $300 . . . with average purchase of 
about $15.00. 4) Sales for the entire 
shop increased 12% over last Christmas 
(no catalog) . . . and sales of gourmet 
items and bar accessories upped 50%! 
So, it proves that if you have a good 
appeal .. . it can be done! 


JJ) 


ADD TO D.M. SUCCESS STORIES: 
Winter issue of the Harvard Business 
School Bulletin has a fantastic exciting 
story. It’s called The Story of A Small 
Business . . . and tells how Crimson grads 
Andy Andrews and Bob Christensen be- 
gan American Mail Advertising up in 
Boston. Andy and Bob, fresh out of 
Harvard in °47, drew up a 60-page pro- 
posal on what they expected to do. They 
walked into a bank with it and came 
out with $8000. This was the beginning 
of a business that’s grown like wildfire. 
They've parlayed four automatic type- 
writers into a $350,000 direct mail bus- 
iness in just 7 years. The story tells how 
they did it . . . how they worked their 
fingers to the bone, and how they proved 
every word of their original 60-page 
dream. 

_ 

eee 
[]) MORE ENVELOPE SHOWMAN. 
SHIP: Write to Sande Rocke & Co., 44 
W. 4th St., New York 12, N. Y. Ask 
for a sample of their new Globalope pro- 
motion. It may sound complicated here, 
but the idea’s a knock-out. Here’s the 
idea: An air mail envelope has foreign 
stamps attached with simulated cancel- 
lations from Hong Kong, Istanbul, Ath- 
ens, Paris, etc. The recipient’s name is 
typed over the crossed-out address: Ho- 
tel Maurice, Rue de Rivoli, Paris, France 

. . and the envelope is stamped in large 
letters TRY U.S.A. Inside, there’s a let- 
terhead picturing the world with per- 
sonalized headline: “AT LAST WE’VE 
REACHED YOU. MR. HOKE!” You 
can use your own tie-in copy on the let- 
terhead with the Rocke personalization. 
The whole package is mailed in a yellow 
No. 10 envelope with the corner card: 
“Been around the world looking for you. 
Hope you get this.”’ Prices for S-R Glob- 
alopes range from 40¢ each for a thous- 
and to 12¢ each for 100,000 lots. Price 
includes personalization, envelopes, pro- 
cessing of your copy, etc. — everything 
but postage. Sande can take a bow for 
adding Globalopes to his long list of 
walnut mailings and other gimmick pro- 
motions. 
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[] ANOTHER OLD TIMER in direct 

mail passed away on April 2nd. Beatrice 

Brown died of a heart attack ... aged 

69. She was founder and president of B. 

Brown & Associates and since 1915 op- 

erated her mail advertising service estab- 

lishment at the same location (480 Lex- 

ington Ave., N.Y.C.) in the heart of ad- Qo You Buy 

vertising agency area. She was a colorful 

personality and will be missed by her Talent by the uwed « We 


many friends. 
— 


eee 
[] A NEW EXECUTIVE SECRETARY 
has been selected for the Mail Advertis- 
ing Service Association, International. 
Jeannette Robinson, who has held the job 
most capably for twenty-five years, re- 
cently resigned to devote more time to 
her family. After screening about a hun- 
dred candidates, the MASA Board se- 
lected Max T. Lloyd, who will start 
around June Ist. Most recently, Max has 
been director of public relations for the 
National Savings & Loan League of 
Washington, D.C. Before that he served 
as convention service manager of the 
Deshler-Hilton Hotel in Columbus, Ohio 
(where he was graduated from Ohio 
State in 1950). He and his family will 
move to Detroit where Association of- 
fices will remain. Good luck in a diffi- 


cult job. 


PPP = 
(1) IF YOU WANT TO SEE some y 2 = Do you buy oil paintings by the square 
samples of first-rate high-embossed let- . . 
terheads, write to D. M. O’Donnell, fy om yard, books by the ton or music by the 


president of Harper Engraving and 
Printing Company, 283-291 E. Spring 
St., Columbus 15, oO. — and ask him is in quality not quantity. 
to send one of their portfolios. Harper 
is continually turning out some of the 
most impressionable letterheads in the 
country. Their high embossed process is 
a knock-out. 


note? Of course not, the measure of talent 


When selecting paper for your business 

stationery, do you buy the largest bundle 
lJ2 for your dollar? Or do you realize the 

() THREE SELECTED LISTS OF paper that carries your company 

BUSINESS DIRECTORIES are being - - 

offered by the Business Library of The letterheads also carries your reputation 

Public Library of Newark, N. J. at 34 

Commerce Street. Compiled by Helen for quality? 

G. Buzzell and Jesica Doty, they list 

available directories in many fields . . . The next time you consider business 

publisher’s name and address, price, and 

description of contents of each. Business stationery, ask your printer to see samples 

Librarian Marian C. Manley will send 

you all three lists for the small fee of 

50¢. 


of fine rag papers by Neenah. For a 


few extra pennies, you can add a wealth 


+) AREPORT ROUNDUP Three be of prestige to your correspondence. 
i : ree au- 

tiful reports came in the mail this 

month . . . all well worth mentioning. 

The first was The Texaco Story, a hard be preferred by your custom- 

cover, bound volume written by two- ers, ask your printer for a free 

time Pulitzer Prize winner Marquis | copy of the “Neenah Guide to 

James. He traces Texaco’s “First Fifty Preferred Letterheads.” This y 

Years, 1902-1952” in the excellent bio- exceptional book is based on 

graphical style which has made him so a four-year survey by the J (Gals 7 

famous. Designed by masters Todias Moss Neench Paper Company. A / -e 

and Artiosto Nardozzi, with superb PR WAL BUSINESS PAPERS 

printing by Conde Nast Press, The oe S\WCE \B73 

Texaco Story is a fine tribute to The 

Texas Company’s sterling reputation. 

Caterpillar Tractor Company, Peoria, Matching envelopes available in all grades of Neenah rag content bonds 


|'NEENAH PAPER COMPANY, Neenah, Wisconsin 


To plan a letterhead thot WILL 


(Continued on page 68) 
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How to start? How to stop? Those 
are the questions. About writing this 
study, that is. When it comes down to 
the point of putting it on paper, “mail 
order” is a frightening subject. And the 
more you know about it (after 30 
years) the less you think you know, be 
cause there are so many ifs, ands and 


buts. 


How can we make a complicated 


subject seem ofr sound simple? How 
can we debunk a lot of senseless theor 
ies without being too negative? There 
are so many things ened with 
mail order which are negative. Con 
sider this paragraph in a letter from 
George Dugdale ot The Drumcelitt 
Co., Hillen Road & Centre Ave. 
Maryland 


Towson + 


feeling is that some curb 


placed on these folks in mail order 
" th articies presumapd telling 
evervone how to ect into the mail order 
business. I think every such article should be 
headed by Mrs. Allen's law (see inside tront 

~ January 24 TAérs Week Magazine 
ynvthing ws easier to get into than 


out of 
is just a damn shame that so man 
yle with a tew thousand dollar ire le 
to beliewe that thei pare turn 
honest ettort, will bull 


1 
cars, na ore t 


them a successful mail order business 


it’s not a business.... 








by Henry Hoke and Many Others 


won A lo f mm ‘ ‘ | startling 
succe of ’ ft merchand 1 similar 
items durin th ast year i boom. Now 
that tl bn t ng, it is unt to use 
hining examples 
can go ft wth and 


Kev 


There is a lot of such thinking in 
the mail order field. So, in handling 
the subject, we must be both positive 
and negative. We don’t want to dis 
courage the newcomers but they 
ought to know the truth, which they 
haven't received from some of the 
books, manuals and articles on the sub 
ject. There has been more bunk pub 
lished on the subject of mail order 
than any subject under the sun. Every 
where you turn you find bunk, and 
more bunk. 

I don’t want to make any mistakes 
in this study, so I have asked for a 
lot of advice trom many people. 

None of you should skip this fea 
ture... even though you may think 
you are not interested in mail order 
Even though your work may be far 
removed from mail order. The reason: 
Jecause much of the thinking here 
can be applied to other types of direct 
mail work. Also, mail order strategy 


can be applied to the building of other 
formats, such booklets, folders and 
catalogs. 

First, let’s define what MAIL 
ORDER really is... 
thinking about the same thing. “Mail 
order” as a term started somewhere 
around 80 years ago, about 1874, when 

fellow by the name of Aaron Mont 


so that we are all 


gomery Ward sent out a_ successful 
flyer which eventually resulted in the 
huge Montgomery Ward & Company. 

There are records prior to that time, 
indicating that some merchants used 
letters (mostly handwritten) to advise 
their clients of new materials. We have 
an interesting printed letter piece with 
coupons (supplied by stamp dealer 
Herman Herst, Jr.) dated March | 
1884, showing how the Larkin Com 
pany started to merchandise their soaps 
by mail, using silver spoons as 
premiums. 

Sut, undoubtedly, the term “mail 
order” grew with the growth of the 
catalog houses. So, in thinking about 
the term “mail order” be very careful 
to separate it into the three now-ac 
cepted divisions, or types, of mail order 


operations: 
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... it’s da WAY OF DOING BUSINESS 








1. The catalog way. Firms like 
Sears Roebuck, Montgomery Ward, Spiegel 
and Aldens are big, long-established mer- 
chants. They elected to sell by mail. They is- 
sue large catalogs and send out enormous 
quantities. Their reputations and lower prices 
bring them business in the millions. It takes 
years and money and brains to build such a 
business. (Advice to beginners: Be<t way to 
learn is to actually work for one of the cata- 
log houses). 


2. The space coupon way. Many 
large and small organizations conduct a par- 
tial mail order business by inserting adver- 
tisements in magazines and newspapers. Cou- 
pon advertising, it is commonly called. Suc- 
cess depends on the worth of the product or 
service offered and the skill of the creator 
of the messages. It’s a tough business. Much 
money can be lost quickly if you do not 
know the ropes. (Advice to beginners: Best 
way to learn is to study advertising and 
work for some manufacturer who has a pro- 
duct suitable for the space coupon type 
of selling. You'll learn the business of selling). 


3. Direct mail way. This is the 
real “mail order” business which you hear 
about most. The offer is made by mail to 
selected lists; the order is obtained by mail; 
shipment is usually made by mail; collections 
are handled by mail. But get it out of your 
head that this is a “mail order business” or 
a “mail order game”. It's simply a method 
of doing business. 
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This is the sixth feature article on “How to Think 


About .. .” (the various phases of direct mail). Titles of 


other features (now reprinted in booklet form) are: 


How to Think About Direct Mail. (Five-section outline 
giving formulas for planning and writing.) 


. How to Think About Production and Mailing. (An out 


line for training production and mailing supervisors, 
and for determining the physical layout of producing 
and dispatching units.) 


. How to Think About Readership of Direct Mail. (A 


report to management giving statistical results from 
the various functional uses of direct mail.) 


+. How to Think About Showmanship in Direct Mail. 


(A compiete study of showmanship in direct mail, in- 
cluding fundamentals, review of showmanship formats, 
what types to use. An analysis of the six major types 
of showmanship. Also includes the fabulous story of 
“Yoon Yun”—a showmanship campaign extraordinary.) 


How Direct Mail Solves Management Problems. (An 
analysis of problem solving, with charts and suggestions 
for making it simple. A textbook for beginners and a 
refresher for the experienced.) 


In addition, there is How to Think About Letters, a 


reprint of thirteen valuable articles by Howard Dana Shaw. 
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Here is the meat of the descriptions 
To the hard-boiled direct 
“mail order” means 


given above 
mail exponent, 
just one thing: 
The use of direct mail to promote 
(or sell) a product or service entirely 
by mail and to obtain orders by mail 
That is, making the complete sale 
through a mail campaign without 
benefit of space advertising and with 
out benefit of salesmen. We are not 
talking about large catalog mail order 
operations in this study, although many 
previously small operators (such as 
Miles Kimball Company, for example) 
eventually graduated to catalog tech 
niques. In this study, we will touch 
briefly on space, because many who 
use direct mail-mail order also use 
space. But our emphasis is on division 
three, Mail order direct mail. 
Remember from the outset our 
words of warning about the use of 
the term “mail order” to define a busi 


The 

Major 
Divisions of 
Businesses 
Using 

Mail Order 


To sell 


™ VY 
tQ of 


ness. There isn’t such a thing as the 
mail order business. Mail order isn’t 
a business. It's simply a method of do- 
ing business. It you sell jam or fish by 
mail, you are not in the “mail order 
business”. You are in the jam busi 
ness, or the fish business. If you sell 
subscriptions by mail, you are not in 
the mail order business, but in the 
publishing business. 

That brings up the next point need 
ing definition. The reason for much of 
the confusion surrounding discussions 
of mail order . most people do not 
stop to consider that there are really 
six entirely different types of businesses 
using mail order techniques. All of 
them use different strategy. Some 
times, at mail order meetings or clinics, 
it’s amazing to hear questions put to 
a particular speaker. The speaker is 
experienced in one particular type of 
business. The trom 
someone in an entirely different type 


quest ion comes 


Group 1. Publishers of magazines 
and newspapers. These people have a 
technique of their own. They use mail 
order to sell subscriptions, to collect for 
those subscriptions and to secure re 
newals. Experts in this division (and 
there are many) will argue far into 
the night on the techniques, or for 
mats, which have been successful, but 
their arguments may not make sense 
to people in other fields who are using 
mail order, too. 


Growp 2. Publishers or promoters 
of special services. Here you find many 
mixtures of business. Financial serv 
ices, newsletters, etc. Also included here 
are associations and alumni groups, 
who use mail order nearly entirely to 
sell memberships and collect for them. 
Their problems (or details) are differ 
ent from the publishers of magazines. 
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it’s not a business.... 
... it’s aWAY OF 
DOING BUSINESS 


The experts have been 
questioned . . . to find the 
real “secret” of success 

in mail order. 


so the two are speaking in a dif 
ferent language. 

It will help you to understand “mail 
order” as a term better if you recognize 
these divisions of business as well as 
the three types of “mail order.” We 
may be wrong, but to our way of 
thinking there are six entirely differ 
ent types, or groups, of businesses us 
ing “mail order”: 


Group 3. Publishers of books. It 
may seem strange to separate these 
from the publishers of magazines, but 
techniques, methods, and even formats 
and copy style differ. For example, a 
magazine publisher may find by test 
that any diversion from a single otter 
will lower returns, or that a circular 
with a letter will not increase returns 

. while a book publisher mail order 
user, like Herb Buhrow of McGraw 
Hill, will tell you that over 25 years of 
testing, results prove that usually mul 
tiple offers pay out better than a single 
appeal and that the absence of a circu 
lar with the letter will lower returns. 


Group 4. The product sellers. 
These are the people who sell gifts, 
novelties, food, clothing, furniture, 
toys, nursery products, etc., by mail or 
in conjunction with space advertising. 


Most of the tall stories about mail or 





Remember those six groups. See how 
impossible it is for anyone to preach, 
“go into the mail order business.” Or 
for anyone to say, “I want to get into 
the mail order business.” That is plain, 
unadulterated bunk. What business? 
Or the question, “What type of format 
is best for my mail order business?” 
That is a lulu! And often asked! What 
are the problems ot the business? 


Why do I say there is so much bunk 
published about mail order? Primarily 
because a number of mail order pub 
lications have deliberately tried to in 
duce gullible people to go into the 
“mail order business”. These publica 
tions are usually supported or spon- 
sored by promoters who are either try 
ing to sell cheap merchandise or some 
sort of counseling service. They make 
wild claims concerning the profit pos 
sibilities in the “mail order business.” 
They try to sell gadgets, plans or mail 
ing lists. No one, seemingly, stops to 
question why these promoters are not 
selling the gadgets or ideas themselves, 
and thereby making a fortune for 
themselves. Many of the products and 
the ideas offered skirt around the thin 
edge of the law. Many of these quack 
mail order schemes are responsible for 
keeping the Post Office Inspection De 
partment working at top speed. 


After World War II, | was deluged 


with requests from veterans, wanting 
advice on how to get into the “mail 
order business”. I uncovered some 
pretty sickening case histories. These 
veterans had been told they could 
make an easy living, and possibly a 
fortune, by entering the “mail order 
business”. Racketeers of various breeds 
had offered to find products and to 
write campaigns for these veterans. For 
a very substantial fee, of course. In 
one particularly unethical case, a crip- 
pled veteran had been asked a fee of 
$1,500. The racketeer had definitely 
promised to uncover a product and a 
campaign. I told this veteran to find 
out first why the promoter did not 
promote the product himself. 


In spite of ali the publicity and the 
work of the Post Oftice Inspection De 
partment, the racketeers continue. | 
have in my files an eight-page, pro 
cessed bulletin from a so-called ad- 
vertising agency specializing in mail 
order “advice”. In this bulletin the 
“specialist” uses the same old bromides 
for drumming up interest in mail or 
der. He outlines the tremendous suc 
cess of Sears Roebuck, Montgomery 
Ward and International Correspond 
ence School. He makes the statement 
that nearly every mail order success 
in the country was started as a home 
enterprise. He quotes case histories in 


der successes, or failures, apply to this 
group. It is in this division where most 
of the “suckers” are caught by the 
smooth promoters of “get into the 
fabulous mail order business.” 


Group 5. The commercial users of 
mail order. Seldom considered in usual 
discussions of mail order. We've print 
ed a number of really fabulous (and 
true) stories in The Reporter, such as 
that of Paul Bringe of Milwaukee, who 
told about dismissing 125 salesmen and 
turning to mail order exclusively, with 
a resulting increase in business of 400% 
and higher net profits. We've told of 
firms selling airplanes ($350,000) by 
mail; swimming pool contracts have 
been sold entirely by mail; expensive 
tractors have been sold, sight unseen, 
entirely by mail to gentlemen farmers. 
Some businesses, such as baby chick, 

den supplies, or other highly spe 
alized lines, are dependent nearly en 


tirely on “mail order”, backed some 
times by local radio and/or outdoor 
posters. The fact is, nearly every com 
mercial business uses, at times, some 
type of mail order. But their tech 
niques are different than those used 
by groups one, two or three: Panther 
Oil Co., Forth Worth, Texas, uses mail 
entirely to sell its products. Manufac 
turers have sold direct by mail order to 
department stores or other manufac 
turers. Many department stores have 
built up successful mail order depart- 
ments. Collecting past due accounts 
can be recognized as bearing a rela 
tionship to mail order. In other words, 
there are many users of mail order 
not usually associated with mail order. 


Group 6. The charities. These 
people must definitely be identified 
with mail order, because most of them 
depend entirely on the mail for their 
financial support. But their appeals, 
formats, techniques are different. 


which “clients” of his have made tre- 
mendous successes in selling gadgets 
where the writeup was 400%. He tells 
of two veterans who made a cleanup 
selling “medicine tablets”. He tells of 
profitable plans in his own confidential 
files which would make fortunes for 
the promoters (without mentioning 
why he doesn’t promote them him 
self). He, too, offers to find products. 
Or he can find you a ghost writer to 
create a book or a course, or a help 
ful brochure, on how to be a success 
with something. 


This particular promoter had the 
audacity to offer as a premium (tor 
his preliminary $5 consultation fee) a 
copy of a booklet issued by the UV. S. 
Department of Commerce. This book 
let is for sale by the Superintendent ot 
Documents, U.S. Government Print 
ing Office, Washington 25, D.C., for 
a price of 25¢. It is part of a series 
of small business manuals on various 
lines of business. This one is titled 
Establishing and Operating a Mail 
Order Business.* In 113 pages, it sim- 
ply outlines, in a very general way, 
the small mail order specialty opera 
tion. It is used by the Department of 
Commerce to answer the hundreds of 
inquiries it receives on the mail order 
subject. It contains some fairly valuable 
information, It slips into some familiar 
mistakes at times. It certainly would 
not teach anyone how to write suc 
cessful direct mail copy. 


Another reason for the prevalence 
of bunk on this subject of mail order 
is that there have been some worthless 
books published. Some of these books, 
sold under high-pressure methods, try 
to picture mail order operations as a 
scientific procedure which has definite 
ly tested methods for sucesss. These 
books quote tests which are, in many 
cases, unreliable. These books draw 
conclusions from quoted tests which 
are, in many cases, either exaggera 
tions, or based on the desires of the 
promoter. Such books have done the 
direct mail business and mail order a 
lot of harm. Be very skeptical when 
you are high-pressured into buying or 
reading books which ballyhoo extra 
ordinary, or infallible, tested methods. 


* Nore: If you are interested in seeing the 
kind of advice given by a government de- 
partment, spend 25¢ and get a copy of book 
let from the Department of Commerce. You 
might like to keep it in your direct mail li- 
brary. As evidence of the tremendous interest 
in mail order, we understand that requests 
have been received for more than 60,000 of 
these booklets. Further evider e¢ of interest: 
The publisher of a manual on how to start 
a mail order business ($9.95) is reputed as 
receiving more than 50,000 inquiries, with 
more being added at about 1,800 a month. 
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Latest addition to the SAX- 
MAYER line is this highly efficient 
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ally suited for tying such things 
as mail in direct mail depart 
ments. Using either twine or 
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of packages up to 6 inches high 
Attractively finished in enamel 
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cost 
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So tar as I know, there are only a few 
dependable books on mail order. At 
least, there are only a few I will rec 
ommend tor your direct mail library. 


One book is titlhkd How to Make 
Sales Letters Make Money by Frank 
Egner. Published by Harper & Bros., 
49 E. 33rd St., New York 16, N. Y. 
Price $2.50. 


print, but there is some hope that it 


This book is now out of 


may be revised and republished. It 
was written by Frank Egner when he 
was with McGraw-Hill. The book is 
very sound. You will have to read it 
at your public library. Or you might 
pick one up second hand. 

Another is titlked How to Sell by 
Mail by Earle Buckley. Published by 
McGraw-Hill Book Co., 330 W. 42nd 
St New York 36, N.Y. Price $2.25. 
Emphasis is on direct mail-mail order. 

And another is titled Help Yourself 
to Better Mail Order by Robert A. 
Baker. Published by Printers’ Ink Pub 
lishing Co., Inc., 205 E. 42nd St., New 
York 17, N.Y. Price $5.50. Emphasis 


is on space mail order. 


> 


Remember, that in reading any book 
about mail order (even this study) 
keep your mind in critical attitude. 
Don't believe 
Some of the principles may not apply 


everything you read 


to your own operation. You will have 
to be a one-man judge and jury 

to decide what is applicable to your 
own work. 

Another reason for much of the bunk 
surrounding the subject of mail order 
is that the “experts” cannot agree. Go 
to a meeting of the Hundred Million 
Club in New York, or any other mail 
order clinic, and you will hear plenty 
of argument. One fellow thinks it 
should be done one way, another just 
the opposite. And some of the experts 
are definitely not “experts”. 

I managed, on one occasion, to se 
cure a carbon copy of a confidential 
memorandum passed out in a large 
This particular 
agency had obtained an account which 


advertising agency 


called for some amount of mail order 
activity. The agency wanted to coach 
its executives and copywriters on mail 
order techniques. A “mail order ex 
pert” was employed to make a study 
of the new account and to draw up 
working specifications for handling the 
job. The final specifications covered 
six typewritten sheets. My sympathies 
are with the client, if those specifica 
tions were followed. 

Although this manuscript was sup 
posed to be super-confidential within 
the agency, I'd like to quote the first 
paragraph (without mentioning 
names): “The only rule I know in 
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the mail order business is: When you 
get a mailing (or an ad) that pays, 
don’t change a comma. The existence 
of such a rule reveals that: (a) getting 
a mailing which will pay is a feat, and 
(b) when ene pays, nobody knows 
why it does.” That is the opening 
tongue-in-cheek paragraph in the speci 
fications for mail order given by a so 
called expert. 

This expert also listed the appeals 
; “one of which is fairly essential 
to any mailing.” They are: (1) Bar 
gain; (2) Sex; (3) Self-help; (4) Snob. 
His illustration of how these appeals 
could be worked into the mail order 
advertising of the particular client ap 
proached the burlesque in extremity. 


His last paragraph was certainly 
open to argument: “Never give a pros 
pect a choice of anything, never make 
him select one of two or more courses 
of action in a first mailing. Make up 
his mind for him and concentrate on 
that one end only.” If this paragraph 
were true, most of the mail order tech 
niques would be wrong. The formula, 
“Don’t ask if, ask which,” would be 
thrown out of the window. The New 
Process Co., Warren, Pa., would be all 
wet. The booksellers, who offer a 
choice between a standard binding and 
a deluxe binding, would be bankrupt. 
If this is the kind of advice passed out 
around advertising agencies, no wonder 
mail order is in such bad repute and 
is handled so badly. 


But behind all the smoke, the argu 
ments and the bunk . .. mail order 
is a tremendous undertaking. Not a 
business. But a method of doing busi 
ness. Legitimate, reputable, successful 
mail order represents a substantial part 
of the annual volume of the Post Office 
Department. Mail order is used by 
thousands upon thousands of substantial 
business organizations. It is true that 
many mail operations have had humbk 
beginnings. I don’t want to discount 
them. But so far as this study is con 
cerned: we are not going to give the 
reasons for using mail order; we are 
not going to try to sell the use of mail 
order; nor are we going to try to sell 
the establishment of a new business. 


We will outline the basic fundamen 
tals. We will give you the opinions of 
numerous people in different groups of 
business, trying to coordinate these 
opinions into some sort ol sensible 
working rule. And we'll try to show 
how these basic rules apply to other 
phases of direct mail. After we get 
through with the rules, we will then 
try to show the dangers of being 
guided by test reports. 
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a Mr. Louis E. Rudin, Vice President 
S SPIEGEL 
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Re: References 


"Forty-one of our clients are in the mail order business. Whenever any 
one of them requires list services and wants to make sure he secures skill, 
honesty and good conscientious work, we always say: ‘get in touch with 


Lew Kleid’'." 
Victor 0. Schwab. President 


Schwab and Beatty, Inc. 


"Those of us in mail order who have worked with Lewis Kleid know what a 
great contribution he has made to the mailing list business." 
Milo J. Sutliff, Chairman of the Board 
The Greystone Corporation 


"The right selection and proper use of lists is vital to the success of 
any mail order proposition. I recommend Lewis Kleid as a specialist. 
He has never failed me or my clients." 
Maxwell B. Sackheim, President 
Maxwell B. Sackheim & Company, Inc. 


"I don't believe anyone in the mailing list business enjoys a more out- 
standing reputation than Lewis Kleid. His standards are high --- his 
integrity unquestioned." 

Boyce Morgan, President 

Boyce Morgan & Associates 


"The respect our company has for Lewis Kleid is based not only on his high 
ethical standaris, but on his contribution to the direct mail industry. 
His organization has won our confidence on the basis of intelligent mailing 
list recommendations plus prompt, efficient service." 
Sallie W. Weir, Advertising Manager 
Around-The-World Shoppers Club 


"Lewis Kleid has mailed millions of keyed, complicated mailing pieces for 
us every year, for almost 20 years, and has never let us down. He applies 
his knowledge of mail order methods to our problems and constantly comes 
up with ideas to save money, to speed up production and to improve our di- 
rect mail results. As a list broker, Lewis Kleid has exhibited unusual 
initiative in tracking down special or unusual lists for our purposes. His 
organization works efficiently in placing and following-up list rental orders. 
Edith Walker, Circulation Manager 
The Book-of-the-Month Club 


Mailing Lists LaviaKleid Company 25 West 45% Street, Now York 36, NY Judson 20830 
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THE SECRET OF SUCCESS 
IN MAIL ORDER 


Opinions of the Experts 


Before starting to compile this How 
to Think About Mail Order we 
wrote to a number of people who have 
identified with successful 
mail order operations. Told them 
about the project; asked for (1) their 
advice, (2) pet theories or gripes, and 
(3) their definition of the real secret 
of success in mail order work. 

We cannot quote from all the an 
swers. Have selected 21 which tie in 
well together and which constitute a 
cross section of thinking which should 
be helpful to beginners and profes 
alike. 

Some of 
copies of speeches, manuals, files of 


been closely 


sionals 


our correspondents sent 


letters which, if reproduced, would 
make many complete book volumes. 
For instance, we have transcripts of 
all the questions and answers in the 
valuable panels conducted by Arthur 
Martin Karl of Names Unlimited, in 
New York and elsewhere. Excerpts 
trom these are being used in other sec 
tions of this study. We have the files 
of bulletins issued by Jim Mosely, of 
Boston; the series of interviews re- 
leased by Lew Kleid; the writings of 
John McKenzie, of Standard & Poor’s, 
All contain gems for further analysis. 
For the present we'd like you to read 
the following digest of opinions. Con- 
sider them as a line of thinking which 
has not appeared in the usual text- 
books on the subject of mail order. 
For convenience, and future refer- 
ence, the names appear in alphabetical 


order: 





Anne Archer, of Archer Mailing 
List Service, 140 W. 55th St., New 
York 19, N.Y., gave us an excel- 
lent answer to “what do you tell 
newcomers?” It really could be 
used as a model by everyone who 
is approached with “How can |! 
get into the mail order business?” 

just as we hope this com- 
plete study will turn out to be a 
permanent answer for most of the 
important questions about mail 
order. 


ee een a ead 


ANNE ARCHER 
' 


VERY day brings at least one letter 
or telephone .quiry from someone 
who wants to go into the mail order 
business. They have an item and they 


ask us to recommend a list or lists of 
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mail order buyers who we know from 
experience will buy their product. 

I tell them they would have to test 
several lists to find which one 
pulls best. I tell them that no one can 
foretell what a list will do for any 
mailer; that a list pulling well for one 
or more mailers doesn’t always do the 
same job for another. I tell them there 
are many things they must consider 
carefully. First in importance is the 
mailing piece and I recommend they 
get professional advice from an ad- 
vertising man experienced in the writ- 
ing and layout of mail order copy; the 
mailing piece is their silent salesman 
and must be good. I tell them too 
that timing must be considered — the 
proper time to mail for their product. 
| point out that many companies sell- 


out 


ing by mail are very successful; on 
the other hand the obituaries among 
beginners is high and they must be 
able to afford the gamble. 


M. P. (Buster) Brown, 158 W. 
Magnolia, Fort Worth, Texas, made 
a huge success . . . selling Christ- 
mas letters and collection devices 
by mail. He started originally in 
the lettershop business . . . then 
gradually became his own only 
customer. Read his quotes care- 
fully because he comes very close 
to actually defining the real secret 
of success in mail order. 


M. P. BROWN 
I 


! 
I AM probably a cynical cuss and | 

am inclined to think that success in 
mail order is pretty much a matter of 
birth. 

By that I mean that it doesn’t seem 
possible to actually teach anyone how 
to make a success in the mail order 
business. They have got to be born 
with at least the germ of salesminded- 
ness. That is a pure intangible and 
when you talk about salesmindedness 
to somebody who is not salesminded 
they have no more idea about what you 
are talking about than a pig has when 
you talk to him about flying an air- 
plane. 

What is salesmindedness anyhow? | 
myself cannot give any definition but 
I know that it is something that bub- 
bles up out of the inside of some- 
body — something that makes them 
get a huge thrill out of sales — some- 
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thing that makes every order in the 
mail a wonderful experience — some 
thing that makes them study all the 
many things necessary for mail order 
success such as how to write copy — 
a complete knowledge, so far as com 
plete is possible in anybody's mind, of 
mailing lists — a love of production 
methods that keep down costs — and 
on and on and on. 

You know and I know too that 
some people are born with salesmind- 
edness as part of their being. You and 
I both know manufacturers, scores of 
them, who go broke because they are 
not salesminded. They know how to 
manufacture things but after they 
manufacture them they don’t know 
what to do with them — they’re not 
salesminded. Of course at the other 
extreme there are some other people 
so damn salesminded that they go 
broke from sorry internal operation. 
But to me it is absolutely imperative 
that anyone who makes a success in 
the mail order business has got to be 
salesminded to the nth degree. 

There may be another type of person 
who makes a success in the mail order 
business and that is one who is “money 
hungry.” Perhaps even it is a com 
bination of the money hunger and 
the salesmindedness that makes a suc 
cess of mail order. 

But this is one thing you have got 
to remember and people have got to 
remember, that nobody is going to take 
the necessary time to learn to write 
copy — the necessary time to learn 
lists and media — the necessary time 
to analyse products — the necessary 
time to learn mail merchandising in 
all its phases — unless they are sales- 
minded or unless they are money 
hungry — or unless they are both. 


i 


Earle Buckley, of The Buckley 
Organization, Lincoln-Liberty Bidg., 
Philadelphia 7, Pa., gives his opin- 
ion of the characteristics of a good 
mail order proposition. Earle is 
the author of one of the best 
books ever written about mail 
order, How to Sell by Mail. Pub- 
lished by McGraw-Hill Book Co., 
Inc., 330 W. 42nd St., New York 
36, N. Y. Price $2.25. Remember 
that Earle is talking primarily 
about mail order by mail as dif- 
ferentiated from space mail order. 


EARLE BUCKLEY 


IRECT mail, and particularly mail 
order, can’t fail it the following 
requirements are met: 
1. Have a product that is in demand by 
the type of people to whom the advertising 
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is being mailed and on which there’s both 
a low delivery cost and a high mark-up to 
allow a decent profit with what are con 
sidered good mail order returns 

2. Have the most attractive 
possible — with regard to the product itself, 
the price and the selling plan (open account, 
free trial, approval, cash with order, etc.) 

3. Have your advertising material so ap 
pealing at first glance (include the envelope) 
that those receiving it will want to read it. 

4. Have the story told so truthfully, so 
sincerely and so convincingly that those read 
ing it will want to possess the product or 
enjoy the benefits of the service. 

5. Include an unqualified guaranty that 
your product or service will do all that is 
claimed for it 

6. Have a list that contains as nearly 100 
percent live prospects as it is possible to find 


proposition 


7. Have all mailings tested before being 
sent to a large list, and then, if sent to a 
large list later, properly timed so as to be 
received on the most favorable day 

8. Have or build up such a reputation for 
fair dealing and good value that the reader 
ot your message will have confidence in your 
firm.” 


-| 


John L. Burke is sales manager of 
Business Statistics Organization, 
Inc. (founded by Roger W. Bab- 
son), 90 Broad St., Babson Park 57, 
Mass. See what John has to say 
about the problems of an organ- 
ization selling a service rather than 
a product. 


JOHN L. BURKE 
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SPEND a lot of time going around 

to see people in the mail order busi- 
ness exchanging ideas on a man to 
man basis and trying to find a better 
way to do a better job. So, coming 
down to the real question, “What is 
the real secret of success in mail order 
work?” I presume there are many 
kinds of answers to that question. If 
it is a magazine that must maintain 
circulation, I have a feeling that the 
business manager or the circulation 
manager of that magazine claims a 
successful operation when they secure 
enough subscriptions to maintain their 
guarantee but I wonder if some of 
these operations are as successful as 
they appear to be to those outside the 
business, 

The point is, how far will these pub- 
lishers go and how much will they 
spend and what methods will they use 
to get those needed subscriptions? The 
real secret of success of course in that 
case would be, are they getting these 
subscriptions on a quality basis at a 
cost entirely satisfactory to the man- 
agement or are they getting them at 
unreasonably high costs? Only the 
management knows whether or not 
the operation is a real success. 


In the case of a business service, it 
is absolutely essential that the business 
be secured within established cost or 
the operation is not a success and there 
is no other source of income except 
what is obtained thru the service 
charge itself. 

Therefore, the real secret of success 
in the sales of services is to work con 
stantly to improve the selection of the 
market you try to sell and to develop 
day in and day out, improvements in 
sales letters and material in an effort 
to lower the cost per subscription. 

I have never yet seen the time when 
we could complete a mailing and be 
satisfied that we had the perfect mail- 
ing piece and could continue with it 
over any stated period of time. The 
secret, obviously, is to never let up on 
your drive and effort to produce a bet 
ter plan and better sales material and 
most of all never be satisfied that you 
are a success, because that would be 
the first step toward failure. 
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Robert Childers, of Childers Manu- 
facturing Co., 3620 W. IIth S¢t., 
Houston 8, Texas, wouldn't or- 
dinarily be classified as a “mail 
order man” but he really 
is. Bob is general manager of a 
company which sells aluminum 
roofing, awning, etc. This is how 
he tried to define the “secret of 
success.” 
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HE answer to successful direct mail 

selling is the application of com 
mon sense and meticulous attention to 
every detail. I am not sure but what 
the latter part of that sentence is 
the factor that is lacking most often 
in direct mail selling. 

The worst thing wrong with most 
mail order is the failure of most peo 
ple doing it to follow the proven prac 
tices of successful mail order people. 
We think of “direct mail selling” in 
our business as being our secret 
weapon. Our sales last year were 
slightly in excess of two million dol 
lars and about 75% of these sales are 
directly attributable to direct mail sell 
ing. Our three products can’t be sold 
by mail yet they are! 


The next comment comes from 
Ralph Curtis, of Ross-Martin Co., 
423 E. Fourth St., Tulsa 1, Okla. 
Ralph was formerly with Prentice- 
Hall in New York but moved West 








A MILLION 


names may be on your mailing list. Or, per- 
haps, it’s @ thousand .. . or a hundred. But, 
whatever, the number, you probably don’t 
need expensive equipment, or costly help, or 
lots of space for your mailing list. An eco- 
nomical, efficient mailing list can be 


YOURS 


if you'll look inte “Carbo-Snap.” With your 
typewriter, your typist, and “Carbo-Snap,” 
you can address up to six mailings with 
one typing. You can use your present filing 
cabinets to store as many as @ million names. 
And the whole story of “Carbo-Snap” can be 


~ FOR 3¢- 


the stamp you'll need to get the complete 
story of “Carbo-Snap” and free samples. Or, 
make a phone call. We'll be glad to answer 
all inquiries 


Department No. 4 
Barclay 7-7771 


HIDING 
EMMA? 


Emma is our favorite prospect, 
but her name got lost on some- 
body's mailing list 

If you have Emma's name, 
you've been losing a lot of 
money. Dozens of our clients 
(national mailers, not com- 
petitors of yours) want to rent 
Emma's name and thousands 
more like hers and her cousin 
John's 

You don’t sell your list. You 
merely rent it on a royalty-for- 
each-use basis. The list never 
leaves your premises and every 
use of it is subject to your 
approval. 

Soe if you have a list of 5000 
or more names, and you want 
it to collect gold dust instead 
of dust, send the coupon today 
for FREE details 

CHARTER MEMBER 


National Council of 
Mailing List Brokers 


witta MADDERN, inc. 


215 Fourth Ave., New York 3, WN. Y. 
Without any obligation send us complete 
detai's about the profits we can make 
from the rental of our mailing list to non- 
competitive users 
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to tackle the job of selling spe- 
cialized business forms. He is now 
on the board of directors of the 
Direct Mail Advertising Assn. 


RALPH CURTIS 
! 


y= say, “Do you have any pet the 


ories . .?"’ I have, and here’s one: 

A young man from Ohio, named 
Jordan, was told to report for work on 
Monday. He knew he would be just 
one ot thousands in a sprawling fac 
tory. And yet, he wanted to play his 
cards to win. But first, he must attract 


attention and he did! 


On the following Monday, when the 
thousands started to work in blue 
work clothes, Jordan began his job in 
white ducks. The style, the pattern of 
his clothes were the same as the others. 
Only the color was different. 


The boss soon spotted Jordan and 
asked the foreman about him. “New 
man [| hired,” replied the foreman. 
“Minds his own business.” Within two 
weeks, the buss shifted Jordan to a bet 
ter job. Two years later, he was super 
intendent of the factory. 

Do you see any similarity to Jordan’s 
objective and your mail order objec 
tive? Both must attract attention, Jor 
dan’s problem in getting attention was 
simple, once he knew what he had to 
combat. “One thousand men dressed 
in blue. I'll dress in white,” reasoned 
he. 

And yours? Thousands of letters 
competing with yours for attention. 
And all dressed in white. Seems sim 
ple, too. And it is! Dress yours in blue, 
or green, or red, or canary, or golden 
rod. 100 to 1 you'll get better results. 
I've tried it. |: works! 


“Three Men on a Horse” is a title 
we've used several times in The 
Reporter to describe Cliff Lee, 
Horace Blitz and Jim Dooley .. . 
the dynamic trio that guides At- 
lantic Advertising, inc., in Atlantic 
City, N. J. They are best remem- 
bered for the direct mail program 
they set up for Chalfonte-Haddon 
Hall hotels; but in recent years the 
three have developed a tremen- 
dous mail order operation of their 
own. Starting with syndicated pro- 
motion for radio stations, Atlantic 
Advertising blossomed ovt into 
the Christmas and greeting card 
line for industry. Today, they sell 
hundreds of business specialties by 
mail . . . mailing between 8 and 
10 million pieces a year. Mere is 
some sound economic advice from 
Atlantic Advertising president Jim 
Dooley. 


-------------------+4 
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JAMES DOOLEY 
1 


1 
- seems to me that a great many 

people who start in the mail order 
business do so without having a proper 
value of a customer list. They assume 
that they can make a profit from the 
start and fail to realize that a solid 
foundation of customers has to be laid 
first before any extensive success can 
be had in mail order selling. 

Too many people think in terms of 
mailings that will bring fantastic re 
sults. They are always hoping tor a 
gusher when they could do quite well 
with a steady trickle if they planned 
accordingly. The gushers are the mil 
lion-to-one chance while the trickle 
goes on steadily day after day. 

It boils down to this. Start out with 
a building program concerned with 
only a break-even point in mind for 
several years, while you accumulate 
as many customers as possible. Then 
begin the refining process with the 
use of your customers as a firm foun 
dation. Their good steady return pius 
the trickle from the prospects will be 
come a steady, constantly increasing 
flow each and every year it continues. 
The gusher is there in that steadily in 
creasing stream although few seem to 
realize it. It’s a gusher on the install 
ment plan. 

I’m sure that any worthwhile useful 
item properly priced, and tested as to 
be saleable by direct mail could become 
in the long run a highly profitable bus 
iness. It simply takes a lot of stick 
to itness and long range thinking. Too 
many quit long before an idea has a 
chance of succeeding, simply because 
they are looking for a terrific return 
overnight. Patience, is still a virtue. 


‘ 


Walter Drey, of Walter Drey, Inc., 
257 Fourth Ave., New York 10, 
N. Y., has been closely connected 
with direct mail and mail order for 
more than 40 years. Instead of 
answering our lett:- questions di- 
rectly, he sent us several of his 
monthly bulletins in which he 
answers questions about mail order. 
We liked his story of an early suc- 
cess and what it taught him. Worth 
having in this record. 


-------------+ 


WALTER DREY 
1 


i 
« DISH Will Bite Like Hungry 
Any Season of the Year” 
was the two-line caption in black bold 
face type of a small mail order ad 
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vertisement which was followed by the 
phrase in smaller type — “if you use 
Magic Fish Lure’. It ran in nearly all 
the mail order and farm papers at the 
beginning of the Twentieth Century. It 
emanated from Anardarko, Oklahoma 
over the signature of J. F. Gregory. 

Although it was written to sell a 
concoction of chemicals made to a for 
mula his hill-billy granddad had de 
vised when he was a farm boy in the 
Ozarks, it seems to us to be the perfect 
slogan now to describe mail order ac 
tivity both from the sellers’ as well as 
the buyers’ standpoint. 

Many are attracted to mail order by 
the Magic Lure of building their own 
business, being their own boss, — but 
very few survive unless they bring 
with them into the business, the un 
teachable qualities that J. F. Gregory 
possessed. 


“Hungry Wolves” — through the 
years we have met and talked with 
hundreds of them who exploit the poor 
fish with various offers by mail — 
such as nostrums to cure incurable 
diseases — investment opportunities to 
“get rich quick” — self-improvement 
devices of one kind or another. For the 
“same persuading words” can be used 
effectively to sell both worthwhile and 
unworthy products and services. Often 
the “hungry wolves” of mail order, 
as buyers of products other than their 
own, actually are the same kind of 
poor fish they exploit. 

Be that as it may, J. F. Gregory’s 
product was an honest one, it was legal 
at the time and it did increase the 
catch of the fishermen who bought 
and used it. 

In three years, due to the volume of 
Mr. Gregory's mailings, the status of 
the Anarderko, Okla., Post Office had 
been raised from Third-Class to First 
Class. When we met him, he had a 
cash surplus of more than $14,000 at 
the bank, had spent $24,000 for space 
the previous year, and had a going 
profitable business whose sales volume 
of repeat business was far in excess of 
his first-time orders. 

We learned these facts and a lot 
more within an hour when, as a cub 
solicitor of the H. E. Lesan Advertis- 
ing Agency of St. Louis, we called on 
him to solicit his account. And much 
of what we write today is based on 
what we learned from J. F. Gregory, 
a self-taught mail order operator who, 
without any previous advertising ex- 
perience, had been forced to go into 
business for himself. 

Now, let us take our readers back 
to the year 1906, to a small room on 
the second floor of a frame building 
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over a_ barber shop on Main Street 
Anardarko, Okla. 


J. F. Gregory, age 3 


~ 


wooden kitchen table slitting envelopes. 


He placed the money orders and cash 
ind th 


nother In inother 


?, is seated at a 


in one pil marked orders in 


room i young 
woman is seen wrapping, weighing 
and labelling packages of Magic Fish 
Lure. Walter Drey, age 


getter” of the era, clean shaven, natt 


4, | glib “go 


ot a lot more to hear trom yet.” 
“Man, 


I came down to tell you what to do 


Drey: (closes briet case) 
with your advertising appropriation. 
You better tell us how you did it.” 

And Mr. Gsregory obliged. Before 
he finished his story, he had complete 
ly revolutionized the thinking of a 
young mail order man-in-the making. 
He had changed his method of think 

ind his approach to all mail order 


Scranton and enrolled in their cor 
respondence Advertising 
and Commercial Art. It was risky, but 
it worked out all right. By the time 
the ‘little stranger’ arrived, we were 


courses in 


ready to do business. All this time I 
still held on to my job, so I spent the 
rest of our savings for stock, printing, 
and some small ads. 

“The inqiuiries started to come in. 


Everyone knows everyone else’s busi 


ily-dressed, enters with a brief case ind list 


under his if i Ee 
silently a ry makes out a Bank 
Deposit 
to look “My wite and I were in trouble”, 

Gregor) ing up and motion said Mr. Gregory. “We had two chil 
“Howdy. dren and a third was expected. Any sell him an interest, he fired me and 
needed $15 a | had to go into business for myself. 
month more than the salary I got as “Fish will bite like Hungry Wolves 
a ‘natural’ and the fish illustration 


ness in a small town like this, so my 


“Now let 
to “Sup 


problems trom 
boss told me what a damn fool I was, 
wasting my money. Then the orders 
started to roll in. When my boss heard 
about it, he wanted to buy me out. I 
laughed at him and when I wouldn't 


stands, counting me tell you what to do” 


pose vou tell me what you have done 


| waiting tor Mr. Gregory thus far. 


ing Drey 
Take a load off your feet. What can wav we figured, we 
| do for you 
general store down 


boss had refused to 


Drey: (handing Gregory his busi manager of the 


— ~ 


is as good a drawing as I ever saw 


asked 


ness card) “My name is Drey. | the street, and my 


represent the H. E. Lesan Advertising give me a raise. Did you do it all yourself?” 
Agency of St. 


down to solicit your account.” (Starts 


“Then I remembered the chemical Drey. 
“Yep”, was 
“They say God helps those who help 


Louis. They sent me 


concoction we used when fishing in Gregorys answer. 


to open brief case) “Let me show you the Ozarks and always brought home 


some of our work. more catfish than our neighbors. The themselves. In my case he did. Would 


stuff cost next te nothing, so | figured you like to see my booklet?” 
if | packaged it, I could sell it at a 


fancy price but I did not know how 


Gregory: “Well, that’s mighty nice 

Mr. Gregory handed me his follow 
up literature which I read as he opened 
mail. The were 
naive, the copy was simple, direct and 


down-to-earth. It was as persuasive as 


of you folks. I appreciate it. I've been 
doing tolerably well. See that bank de 
posit? [| spent $21.00 for an ad in the 
Weekly Memphis News Scimitar to “So, I answered an ad of the Inter 
get inquiries. | took in $192 so far and Schools in 
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it was sincere. It had to bring in or 
ders. No professional advertising writ 
er could have done as well and no 
one ever improved it. 

Before I left, Mr. Gregory promised 
to place his business through our agen 
cy instead of direct. When the deal was 
finally closed a month later, I asked 
him why he did business with us. 

“Well,” said Mr. Gregory, “a mail 
order operator is a lonely man. His 
neighbors don't understand his busi 
ness. It’s no good when a feller hasn’t 
someone to talk to. I liked the way 
you handled yourself, so, as it doesn’t 
cost me any more to have you handle 
my advertising why not? And who 
knows when you might come up with 
something better.” 


Frankly, I never did, but what I 
learned from J. F. Gregory has made 
a lot of money for a lot ot other peo 


ple, including myself. 


George Dugdale, of The Drumcliff 
Co., Hillen Road & Centre Ave., 
Towson 4, Maryland, is one of the 
real old-timers in direct mail and 
mail order. George is always out- 
spoken and many times argumenta- 
tive. But his arguments make 
sense. His reactions to our letter 
asking for suggestions make good 
reading for the newcomers 
as well as the professional experts. 
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GEORGE DUGDALE 
' 


! 
| peg are led to believe that yon 
can go into mail selling on a shoe 
string and that profits will finance 
no capital needed —. no 
no business acu 


growth 
experience needed - 
men needed. Of course no business 
can finance any substantial growth 
from profits these days because the 
great open hopper in Washington 
takes from every small business the 
very money it should use for expan 
sion and also cuts its retained earn 
ings so low that it is not even attrac 
tive to an investor who might put up 
the capital. 

The mail order business needs ev- 
erything that any other successtul bus 
iness needs, except, perhaps, an ex 
pensive well situated location. 

People start into mail order from 
one of two angles (1) I am going into 
the mail order business, what shall | 
sell? or (2) I am going to sell this 
and I am going to sell it by mail 
because | don’t know any other way 
to sell it without large capital. 
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MAIL ORDER 
ADVERTISERS 


INCREASE your sales. Move merchandise. Ob 
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the benefit of our 31 years’ knowledge. Put 
our complete idea, copy, layout, media selec 
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A friend of mine a year ago decid 
ed he needed more money. The only 
way he could operate a business of his 
own without interfering with his job 
was a sundown mail order deal. The 
thing he picked out to sell was a 
small hand size fire extinguisher. That 
is the ONLY thing I know of that 
can’t be sold by mail. Now he needs 
even more money than he did a year 
ago. 

But the man who has something to 
sell and sells it by mail usually does 
it in such a way that he kills all pos 
sibility of selling it in any other way. 
When he has run it dry with a limited 
amount of mail selling he must either 
have something new to back it up or 
he must have created a_ situation 
where he can swing it into regular 
trade channels for wider distribution. 
Usually he has cut his margin so 
small when selling by mail that he 
can’t sell it through channels and 
make a profit while allowing adequate 
discounts. So that washes him up. 


We are testing a new item right 
now. The original man or producer 
started selling it by mail at $1 each: 
$5 a dozen. Sales were not so hot. We 
asked him if we could promote it. He 
quoted us $400 a thousand. That sure 
as hell would leave us a sweet margin 
if we retailed at $5 a dozen. So all 
we can do is to test it at $2 for two; 
$5 for six and, if it clicks, try to get 
him out of the picture as a retailer 
and to be satisfied with being a pro 
ducer and leaving the retail field to 
us. Just an example of how he killed 
his chances for regular distribution 
by pricing his own mail order offer 
to low. 

Then there are the inventors, etc., 
who have a good idea, produce in 
small quantities at high cost and have 
to make a retail price that is prohib 
itive. If their item has merit and is not 
too tightly patented, some one else 
makes a better one for half the price, 
sells through the stores and Mr. M. 
©. M. is back in the salt mines to 


make a living. 


So one of the ways to think about 
mail order is to think real hard and 
try to find out why one is going into 
mail order instead of into bricklaying 
or waffle baking. 

1 will admit that the small operator 
who starts his mail order operation 
in the play cellar has a good chance 
to survive while he is spending two or 


three years learning some of the an 
swers. But from then on he has to be 
good to make it grow fast and pay a 
profit. Very few can keep a mail or 
der activity going many years on a 


single item and they have to be alert 
to pick up good items to add to the 
line. 

Like every other business activity 
there is more chance of success if you 
start near the bottom of an economic 
wave and ride it up than starting at 
the top of a wave and riding it down. 
That is, if the easy selling on the way 
up does not give you swell head ideas 
that you are the mail order wizard of 
the day and let me teach you how to 
get some of the easy money. 

So I would end up by saying “yes”, 
build a good article and especially one 
that can be handed out for the guid- 
ance of the boys who are itching to 
get their $300 on the line and start a 
“business” of their own. 


I don’t see how you can omit some- 
thing about periodical space advertis- 
ing. There are many businesses that 
are built on getting names by selling 
a leader through the mags and news- 
papers and the direct mail feature is 
exclusively in the follow up to get 
more orders for other items or repeat 
orders for the original item if it is 
consumable. In fact I believe a proper 
balance between the two media is very 
important in some cases. We find that 
results seem to swing from one medi- 
um to the other. Right now (or rather 
in 1953) we found space advertising 
giving us very high cost 
while direct mail seemed to be doing 
better than ever. But there have been 
times when no direct mail effort could 
bring us a customer as cheaply as we 


business 


could get it trom a good newspaper 
ad. 


We have one product which we 
have never been able to do anything 
with in periodicals but have built it 
up ‘with direct mail. Now we think 
we have developed copy angles that 
will go in the magazines and news 
papers and have a piece of 600-line 
copy out for criticism and revision 
which we hope to test on February 
21 in a newspaper or two. Meantime 
we don’t know where we can get more 
lists as good as the ones that gave us 


the original break on the direct mail 


I think space advertising will swing 
back into line when enough advertis 
ers drop out so the books can be re- 
duced in size to the point where you 
can hold one in reading position tor a 
half hour or so without having your 
arms drop off. That time is coming. 
But any mail order wizard that thinks 
2 inches single column in a 304 page 
monthly magazine is going to make 
him rich is crazy. | know one garden 
advertiser who used to head every 
schedule with Better Homes and Gar 
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dens. Now he never even considers 
BH&G for any schedule. Which might 
be another way of saying that nothing 
is fixed and nothing is sacred in mail 
selling. You have to be in there pitch 
ing every minute and watching the 
bases at the same time. 


Gardiner Gibbs has a difficult job 
at McGraw-Hill Publishing Co., Inc., 
330 W. 42nd St., New York 36, 
N. Y. He is manager of Mail Cir- 
culation Sales. He supervises the 
circulation efforts of all McGraw- 
Hill’s trade publications. Even 
though he was rushing to get away 
on a trip, he took time off to 
give us these valuable thoughts 
on the “secrets” of mail order. 
Good advice for newcomers. 


GARDINER GIBBS 
' 


. 
bape asked what I tell people who 

want to get into the mail order 
profession. My advice is pretty simple. 
I suggest that they must start at the 
bottom, doing a lot of work on mail- 
ing lists and copy, neither one of 
which are very glamorous. Mail order 
work is like studying Latin. You 
can't read Cicero or Virgil unless your 
foundation of Latin grammar is se 
cure. Similarly, I feel that a person 
can't do a well-rounded mail order job 
unless he knows the basic axioms or 
fundamentals that make for good mail 
order returns. 

I tell the beginner to get with some 
publisher or mail order operation and 
study from someone who has been in 
the business a long time. A_ good 
knowledge of people, many times the 
result of personal selling in the field, 
can help mail order immeasurably. 

I have no particular theory on what 
is the real secret of mail order success. 
I am a firm believer in the fact that 
mail order copy must be frank and 
simple and at the same time be warm 
and interesting. 

I also believe that you must have 
a good product or service which is 
really wanted or needed by the people 
to whom you are selling. Given a good 
product, priced correctly, with a good 
piece of copy mailed to a carefully 
built and up-to-date list, mail order 
results will pay off. 

As to abuses, I think there is too 
much bad copy, il! thought out and 
many times pointless, being mailed to 
day. We, ourselves, are guilty of some 
of it. If that’s true with our volume of 
mailings and the experience we've 
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had, then think of how bad some di 
rect mail must be. 

Mail order has come a long way the 
last twenty years, but there’s an awful 
lot of distance still to be travelled. 
There are times when it seems to me 
that in the high styling of today many 
of the basic fundamentals of mail or 
der that appeal to human emotions 
and make people buy are lost in a 
maze of fancy type faces, colors and 
paper, with no real selling guts. 
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What does Lewis Kleid, of Lewis 
Kleid Co., 25 W. 45th St., New 
York 36, N. Y., tell newcomers 
who want to “get into the mail 
order business?”’ He, too, took time 
out to give us quotable advice 
which comes close to defining “the 
secret.” Lew is one of the suc- 
cessful list brokers and a creative 
artist in his own right. Past issues 
of The Reporter have carried his 
interviews with prominent mail 
order personalities. Reprints of 
those interviews would make an- 
other “book” on mail order. 


LEWIS KLEID 


he odds are very great against a 

newcomer being successful in the 
mail order field. Not a day goes by but 
that we hear from a citizen who wants 
to increase his income by running a 
“mail order business” in his cellar or 
garage. Sounds wonderful — Mrs. 
Citizen is at home busily wrapping or- 
ders, opening the mail, and depositing 
checks while Mr. Citizen is putting in 
a day at the office at his regular job. 

I don’t want to burst any bubbles, 
but for every Jack Citizen who start- 
ed a “mail order business” on the 
kitchen table — there are countless 
thousands who will never make the 
grade. 

Sure, Miles Kimball started from 
scratch and now has a million cus- 
tomers — and Max Habernickel of 
the Haband Company can now afford 
a double spread in Life Magazine and 
Dave Margulies came through with two 
winners with Damar and Around-the 
World-Shoppers Club — but they are 
the exceptions. Hundreds of other mail 
order opportunists have fallen by the 
wayside. 

I don’t pretend to know what makes 
for success in mail order. I do know, 
however, that each year it costs more 
and more to find out that it cannot 
be done. Backing up an idea with lots 
of money isn’t the solution, cither. A 
really important American corporation 
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SUBSCRIPTION 


FULFILLMENT 


All operations necessary for 
prompt, accurate and eco- 
nomical service. Our experi- 
ence covers more than 100 
publications with a com- 
bined circulation exceeding 
15,600,000 ! 


We are the trusted custo- 
dians for the mailing lists 
of leading retailers, manu- 
facturers, wholesalers and 
mail-order companies, per- 
forming all operations need- 
ed for competent list upkeep. 


ADDRESSING 


Swift completion of large 
and small assignments, by 
hand, typewriter or giant 
typewriter and from Addres- 
sograph, Speedaumat or El- 
liot stencils. 


PRINTING 


Quality work, produced eco- 
nomically on regular and 
triple-head Multigraph, Mui- 
tilith or our own battery of 
high-speed offset presses. 


MAILING 
OPERATIONS 


A complete lettershop hand- 
ling all details under one 
roof, employing the latest 
automatic inserting machin- 
ery and every other possible 
money-saving method. 


SERVICE! 


Fast and frequent pickups 
and deliveries with our own 
fleet of modern trucks. Just 
telephone JU. 6-3530 for 
immediate service. 


a G..A rim 
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KEEP IN 
TOUCH 


with Letterhead Trends 


Easy to do. Have your name 
put on Rising’s list to re- 
ceive their seasonal portfolio 
of outstanding letterheads 
collected from all over the 
naturally on 
Rising paper. Keep in touch 
with who's doing what in 


country 


unusual letterheads. Build an 
idea file for that “let’s-get- 
up-a-new-letterhead” day. 


Rising Paper Company 
Housatonic, Mass. 
Please send copy of portfolio— 


“New Letterheads 
of the Season” 
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thought it could put over its product 
mail-order-wise by the sheer weight 
of the money behind it. No soap. It 
takes more than money. It takes orig 
inal ideas, “know-how”, “merchandis 
ing skill”, and “fortitude”. Direct mail 
may not be the answer. Direct mail 
is expensive. Direct mail is difficult. 
You just cannot bat out a letter and 
watch the orders roll in. By the time 
you have prepared an attractive cir 
cular, processed the letter, order form 
and reply device, a lot of money has 
been laid out. If you are a novice in 
mail order, the odds are 190 to 1 that 
you have made any one of ten ele 
mentary errors. The solution isn't to 
copy a successful Book-of-the Month 
Club mailing piece, either. 

My own inclination, after spending 
lots of other people’s money over lots 
of years is to test with magazine or 
newspaper space. If you go to an ad 
vertising agency, particularly special 
ists such as Maxwell Sackheim or 
Schwab & Beatty, most of your testing 
that is if they 
will accept your account. These agen 
cies know the answers. They have 
been through them time and time 
again. They know how to prepare 
copy, how to set up the offer, where to 
place the ads. No worry about writing 
letters, printing circulars, finding lists, 
and getting third class postal permits. 
With a few test advertisements, or 


headaches are over 


even TV and radio, you will soon 
have a fair idea as to whether you 
have a lion or a mouse. Then — you 
can think about direct mail. 

There are certain situations where 
pin-point audiences may make direct 
mail testing preferable. If you are 
selling to doctors, your market is im 
mediately detined the same goes 
for lawyers, accoumants, and other 
protessional men. 

There is no waste circulation when 
you are selling a specific product or 
service for a known, qualified audi 
ence. There are lists of record collec 
tors, overweight people, home crafts 
men, etc., etc. Do I sound pessimistic? 
Well the going is mighty tough for 
the guy who wants to build a “mail 
order business” in his basement! But 
every cloud has a silver lining. Men 
like Harry Sherman of the Book-of 
the-Month Club, Max Sackheim, Milo 
Sutliff, and John Stephenson of Grey- 
stone, the subscription people over at 
TIME Incorporated come up again 
and again with mail order ideas that 
click again and again. 

What's the secret? It might be gen- 
ius in some instances courage 
backed up with cash and experience 


in others. The best bet if you haven't 
had a big background of experience is 
to buy the best talent you can afford. 
A mail order consultant can easily 
earn his fee in the mistakes he'll pre 
vent. 


York 14, N. Y., is another of the 
old-timers in mail selling. His 
name became internationally 
known for unique, personalized 
selling. We liked his response to 
our query about “the secret.” 


— Harry Latz, 167 W. 10th St., New 
! 
! 
! 
I 
! 
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HARRY LATZ 

! 
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UCCESS in mail-selling depends on 

good items, good merchandising and 
the building of confidence. 

TOO many mail order firms send 
out quantity mailings instead of qual 
ity mailings. A dirty store never at 
tracts as much business as a_ bright, 
efficient-looking, clean emporium. 
During recent years the trend to low 
price shots has increased the volume ot 
mailed “garbage”! 

A mail order merchant must not al 
ways expect his first mailing or ad- 
vertisement to pay a profit. If he 
breaks even on the effort it is a suc- 
cess. The profits develop from repeat 
biz trom customers. 

PUBLICATIONS reaching the 
RIGHT circulation outpull publica- 
tions that reach larger circulations. For 
instance I ran an ad for a Menu Cal- 
endar @ $1. — Cue Magazine with 
82,000 readers and costing more than 
Gourmet Magazine with 17,000 
pulled 6 orders (Cue) while Gourmet 
brought in 140 orders! Sunday N. Y. 
American versus Sunday N. Y. Times, 
both cost the same; American has 
larger circulation American 
brought in 12 orders — N. Y. Times 
brought in 418 orders. 

EVERYONE in mail order whom 
I've met wants to know HOW CHEAP 
they can buy. Usually the cheapest 
proves the MOST expensive! The mails 
are loaded with wastebasket fodder 
selling everything from peanuts to 
publications. One good quality effort 
und the records prove said mailings 
pay; are the monthly shots of Book 
of-the-Month Club. 

ALL I read about is how the VOL- 
UME of DIRECT MAIL expenditures 
continually INCREASES. Never a 
word about the quality of direct mail. 
1 believe that during the past 10 
years the VOLUME has increased 
over 100% but the QUALITY has 
DECREASED 200%! 
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lf your advertising is suffering from a lack of responsive prospects, then yours 
is a case for the Guild organization. We specialize in selecting and classifying 
names to meet the list needs of many of the country’s leading mailers. 


Do you want more business? Do you know where to get it? Are your logical 
markets in the lower or higher income brackets? In any particular age group or 
type of industry? Should your prospects have some special interests such as 
gardening, mechanics or sewing? Should they be businessmen or mothers of 
young children? Who exactly are your prospects, where are they, and why? 
For over 54 years the Guild organization has been helping American business 
with its list problems. We have access to information about thousands of na- 
tion-wide lists of all kinds including the active customer lists of many prominent 
mail-order companies. 

Send us a specimen of the material you plan to mail. We will analyze it in terms 
of its markets and suggest ways for you to reach more responsive prospects. 


> © 
GUILD OFFICES: 160 Engle St. € ray } ENGLEWOOD, NEW JERSEY 


Ong) 


Charter Member National Council of Mailing List Brokers 




















DIRECT MAIL AND MAIL ORDER 
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Writer of Mail Order Letters 
bring back orders and cash . 
Contacting letters that create and 
maintain good will between sales- 
men's calls booklets, folders, 
brochures, house organs, circulars that 
de the selling jobs you want them 
te deo Fully indorsed by « nation- 
wide clientele. Winner of two OMAA 
Best of industry Awards . . . Darinell 
Geld Medal editor of IMP, 
“the world’s smallest house organ.” 


ORVILLE E. REED 


106 N. STATE STREET 
HOWELL, MICHIGAN 
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Jack McDonnell is president of 
The Epicures’ Club, Elizabeth, N. 
J. . . . distributors by mail of 
“fine foods for gracious living.” 
Jack’s success is well-known 

and he actually defines the real 
secret of success in mail order. 
Read his quotes carefully. 


JACK McDONNELL 


mention tor 
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your consideration 
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1. Don't start 


Start a 
Mail is the 


good. Too 


points | 


a Mail Order or Direct Mail 


Business business, and if it happens 
that Direct 


well and 


best way to run it, 


many people get the 
decide they're going 
After they de 


products or 


mail order bug and they 


to run a mail order business 
cide that they hunt up the 
the idea to sell. To put it in polite language, 
this is starting with the buttocks in the wrong 
I think it's probably the most common 


that’s 


then 


place 
made and probably the most ex 
that made. It 
as I am sure it does you, to see the ads 

agencies in the Classi 
Sunday that are 
vulnerable to 


error 


pensive one could be nauseates 


of certain advertising 


fied section of the Times 


beamed at people who are 


this approach 
2. Buy a 


whether the 
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Direct Mail 


product 


book on Economics 
Mail Order or 
your 


mine 
approach is the right one for 
Remember, if some 

And 
your competitors will shoot at your 
point. If it that 


selling can be better sold through 


or service you've got 


thing good to sell it will be copied 
ruthlessly 
Trhast vulnerable happe ns 
what you're 
agents your mail order 


stores or through 


days may be numbered 


don’t kid 
world is to 
wants to go into the 
business that he shouldn't go 

field of selling food by mail— 
interested — I've 


3. Shoot for facts and your 
self. The 


convince the guy 


hardest thing in the 
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mail order 

into it. In the 
a field in which I'm very 
tried unsuccessfully to talk 
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+. Go into it 
you've got something good. There's nothing 
watch than the outfit 
a good idea that doesn’t promote aggressively 
Take the ‘Round the World 
Shoppers Club. There's another outfit in 
Seattle, I that had the idea first 
but didn't have the res ability 
to promote "Round 
the World sewed up the 
market by I don't 
know the course, 
but I volume they 
now beat by 


with both feet when 


more pitiful to with 


success of the 


believe 
rees or the 
it properly. Along came 
practically 
promotion 

business, of 
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details of the 
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You You have 
to plan ahead. You have to be persistent. You 
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to much like School.) 

6. If I had 
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All the books that are written on mail order 
are inspirational in nature and the 
guy who reads them is apt to have 
filled 
detinite knowledge 
rod stock is the thing to use 
I know that that’s so 

Maybe the book weuldn’t sell but somebody 
should get into the act book that 
would ke=p people out of mail order instead 
Mail order 1s 
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basic approach is 


average 
his mind 
with success stories, gimmicks and _ the 
that pink ink on golden 
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business and there are 
to talk about. But the reasons for success 
usually get back to economic factors — with 
the gimmicks sometimes very important, but 
more frequently incidental. 


many success Storics 


Charlie (C. 6B.) Mills, of O. M. 
Scott and Sons Company (lawn 
care products), Marysville, Ohio, 
is a well-known personality in di- 
rect mail circles. He has been on 
the platform at practically every 
annual mail order session in the 
last 20 or so years. We have al- 
ways supported 100% his conten- 
tion that bad direct mail (including 
fraudulent or nearly so) hurts all 
legitimate users of the mail. Here 
he repeats some of his feelings 
on the subject. 


CHARLIE MILLS 
' 


' 

DON’T know that we have any 

pet theories. We have discovered 
tor our own purposes, that an inquiry 
acually instigated by some home own- 
er is worth 30 cold names. 


We have discovered also that ability 
to buy is the first consideration. Peo- 
ple may have all sorts of wishes for 
things, but if you can get a list of 
those with buying capacity it averages 
out better on a response basis than if 
you tried to put them into some other 
category. 

In our case I am thinking of such 
people who normally would be ex- 
pected to have lawns. We can get all 
sorts of such lists. Against it we'll get 
more profitable returns from names 
of people with good incomes who are 
currently building or in some other 
way have indicated buying capacity. 

The worst thing in mail order is 
the slip-shod stuff which goes through 
the mail disguised as a selling vehicle. 
All they do is muddy the waters for 
others with a good product and a sell- 
ing message well presented. We are 





told that careless drivers increase the 
cost of automobile insurance to every 
one with a car. Poor direct mail pro 
motion raises the cost to the legitimate 
business in the field. There ought to 
be some way to keep them from buy 
ing stamps! 

One of the first DMAA Conven- 
tions | ever attended was addressed 
by a man named McIntosh. He made 
a statement I always remembered. 
“Nothing is worth advertising which 
would not sell itself if the truth about 
it were known.” That applies to direct 
mail advertising too, for legitimate 
business is damaged by the fly-by 
night. 


“— 


Boyce Morgan, of Boyce Morgan 
& Associates, 1757 K. St., N. W., 
Washington 6, D. C., is another 
man whose advice on mail order 
is worth considering. Here is what 
Boyce had to say in response to 
our letter. 


BOYCE MORGAN 


F I have any pet theories about the 

real “secrets of success” in mail 
order — and particularly in selling 
magazines, business services, and other 
intangibles — I think they would go 
something like this: 

1. Be sure your product is right, and that 
your basic proposition or offer is attractive. 
Then mail as regularly and consistently as 
you can, even though your mailings at times 
are small. 

2. If you have reason to believe your pro- 
duct is seasonal in nature, find out what 
the best mailing times are for yoursel/. Even 
so, be in the mail as constantly as the nature 
of your product or service will permit 


3. Plan your mailing program well in 
advance, but don’t let it be too rigid. Be 
ready to expand it or cut it back according 
to current returns. And if you're mailing 
regularly, don't order too-large quantities of 
your mailing pieces just to take advantage 
of a small reduction in unit price. You may 
find a way to improve your package, and 
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Ten Hook-On Trays speed up print 
ing, mimeographing, sorting, in 
serting . keep things moving 
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All- Parpose Metal Equipment Corp 
Rochester 14, New York 











WHY did the mail-order 


industry, in the first quarter of 
1954, invest more advertising 
dollars in the American Home 
Market Place than in any oth- 
er magazine shopping sec- 
tion? 

For information, write 


American Home Magazine 


444 Madison Avenve 
New York 22, N. Y. 
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james Mosely, of Mosely Mail 
Order List Service, Inc., 38 New- 
bury St., Boston 16, Mass., was 
one of the earliest starters in the 
list brokerage business. He is at 
present chairman of the National 
Council of Mailing List Brokers. 
Here are some pertinent quotes 
from a long letter in which Jim 
answered our questions about suc- 
cesses in mail order. 


JAMES MOSELY 


“<-> <<e“e«eeeee— 


HE first question asked by would 

be mail order sellers, and they are 
legion, is WHAT TO SELL. This is 
a $64.00 question that cannot be an 
swered offhand. Most of the stock 
plans for opportunity-seekers, aren't 
worth the paper they are printed on, 
and don’t get anywhere. They repre 
sent really a form of amateur expert 


' 
mentation, as a hobby. 


Nevertheless, I feel that the world 
is full of opportunities for selling 
things and services by mail. My sug 
gestion to would be mail order sellers 
is to look over a great many maga 
zines, especially the type of POPULAR 
MECHANICS, answer lots of ads, 
department 


1 , 
browse around in Dip 


stores, visit gift and toy exhibits, etc. 
Read books, such as The Robert Coil 
lier Letter Book; Frank Egner’s and 
Earle Buckley's works on mail order. 

Many amateur mail order sellers 
come up with the idea of selling some 
little novelty, at $1.00, which has 
practically no profit, no repeat value 
which can lead into selling some other 
line. As I see it, successful mail order 
calls for selling an item that will, if 
possible, break even or close to it on 
the first sale, will get a new customer, 
and then will sell him other items, or 
repeat sales of the same item, at a 
good margin of profit and at low 
direct mail selling expense. Very few 
exceptions to this. Once in a great 
while, there will be some high unit 
item, with good big margin, that 
can be sold at a good profit, right off 
the bat, and of course, some sophisti 
cated mail sellers do make a profit on 
the first sale, as well as get a new cus 
tomer. But, that’s ideal. As a matter 
of fact, most mail sellers should be 
prepared to take a small loss, as an 
investment in their market. 

Keeping most careful records o 
every step, and doing quite a bit of 
testing ofl Various elements, against 
each other, play a very important part. 

One good thing about the business 
is that the principles of it can be used 
by the small seller just as well as the 
big one. There is no patent on them. 
The smart, small mail seller can build 
himself a very good business, either 
as a part-time thing, or as an annuity. 
Further, a mail order business can be 
operated by a person of any race, color, 
creed, sex, age or geographical loca 
tion. Therefore, it is one of the mo: 
democratic “businesses” in the world. 


We turned to the charitable fie!d 
4 for another opinion on what is 
i the secret of success in mail order. 
i For charity appeals are definitely 

mail order. Straight appeals for 
! funds. One of the real experts in 
I this complicated operation is Vir- 
! ginia Parsons, director of fund 
| raising, New ‘crk Tuberculosis and 
| Health Assn., 386 Fourth Ave., 
1 New York 16. N. Y. Here are 
" Ginny's quotable thoughts. 
! 
i 


VIRGINIA PARSONS 
I 


1 
M* thoughts about agency mail ap 
peals are not exactly in line with 
many of the mail order principles. 


Mail order competition, as we see it 
today. for the individual's charity dol 
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Remember this famous trade-mark W henever recommends Mead’s full line of business papers. 
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PLASTIC 
CALENDAR CARDS 


You can get your prospect to carry your 
story with hun - on a Hopp all plastic pock 
ot card All he need to do is reach for his 
wallet to relresh his memory on your 
product or service — name and address. 


The card can contain the important mes 
sage you want him to see every lew days 
when he refers to the calendar, ruler edge 
or other vital date on its reverse side. The 
Hopp all plastic card is @ gilt, valued and 
kept referred to and remembered 


Wrte or phone for samples end details 


NEw YORK 


HOPP_ PLASTICS 


IMustrated booklet describes how 
Sickles gets pictures and reports 


for Advertisers and Editors 


Send for free copy 
SICKLES 
Photo-Reporting Service 
38 Fork Pl., Newark, N. J. 
MArket 2-3966 





Write now for your FREE sample “Clip Book 
of Ready-to-Use Art” and new Hand-Lettering 
on Acetate. Also details on $10 kit of stock 
art free! Cuts paste-up time end costs in 
half. No obligation. Send for yours today. 


HARRY VOLK JR. ART STUDIO 
22 West Verona, Pleasantville 2, N. J. 
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lar has many ramifications. Citizens 
are getting more curious as to where 
their dollar goes after it is received by 
a charity. Reactions to the heavy and 
numerous demands on one’s gener- 
osity are varied and vacillating. Much 
of the donors favorable reactions stems 
from his familiarity with the agency, 
his belief in the integrity of the or- 
ganization’s administration and justi- 
fication for existence. 

To maintain citizen support, the 
donor must be told what his contribu- 
tion will buy for his nation, his com- 
munity, his neighbor and/or his fam- 
ily. He must get from his donation 
the psychological lift that comes from 
“doing good”. 

Basic ingredients for an effective 
mail solicitation are: 1. Sponsorship by 
a group of individuals commanding 
the respect of the recipients of the ap- 
peal. 2. Effective and descriptive copy 
for appeal package describing how 
money will be spent, services to be 
supported, etc. 3. Simplify the method 
of response for the donor by supplying 
addressed, return envelopes. 4. Ofter 
to the public, an adequate accounting 
of funds annually upon request so that 
anyone may have his suspicions satis- 
fied or corrected. 5. Careful follow-up 
of appeals at least two and preferably 
three times. 

Seasons of the year apparently have 
a great effect on generosity. Tradition 
has established the Christmas season 
as a time when citizens think of 
others. Perhaps this accounts for the 
success the Christmas Seal has enjoyed. 
No doubt, it explains the increase in 
recent years in the number of appeals 
one receives at this season. 


Basically, there is no secret to suc- 
cess. The main thing is to have a pro- 
duct or a cause one believes in and 
then work, work, work. 


Next, let's turn to Ed Proctor, of 
the Guild Company, 160 Engle St., 
Englewood, N. J. Ed is another 
old-timer in the list brokerage bus- 
iness and his advice to newcomers 
is well worth considering. 


— 


ED PROCTOR 
‘ 


' 

, feaer-t people start to think about 
mail order and contact me about 

selling by mail, I always bring up the 
following points: 

Advertising by mail is usually the most 
expensive way to gain new customers, Often 
the first sale results in a loss. 


However, because customers gained by mail 
have a tendency to be more loyal, they will, 
as a rule, have a greater life expectancy 

Therefore, an operation should be set up 
so that there is an opportunity to make fre 
quent sales to each customer. 

Thus, repeat business, while wiping out 
initial losses, can pyramid profits provided 
the products or services offered 


l. have broad markets and 


2. are priced right. 


Agreement on these points can in 
my opinion take a newcomer over the 
first hurdle. 


Next, we'll quote from Maxwell 
Ross, of Old American Insurance 
Co., Kansas City 6, Missouri. Max, 
until last year, was one of the 
copywriting team behind the pro- 
motions of Look and Quick. 


MAXWELL ROSS 


t 
I DO happen to have one pet theory 

(as you put it) about mail order 
success. It would read something like 
this. 

One of the underlying secrets of 
mail order success is this: 


Back of every great institution 
there must be a great idea. 


Too many mail order operations 


overlook this fundamental truth. A 
great company like Squibb does it 
with “The priceless ingredient of any 
product is the integrity of its maker.” 
General Electric does it when they tell 
you, “You can put your confidence in 
General Electric.” These are only two 
out of hundreds of examples that | 
could cite. 

In the mail order field, Book-of-the 
Month is founded on a great idea. So 
is Sears-Roebuck. Your own “Reporter” 
is, too. Throughout the history of di 
rect mail, the master letter writers of 
all time have constantly searched for 
the great idea behind the products they 
were selling. Such men as Bob Collier, 
Fred Stone, Max Sackheim, Vic 
Schwab and others. 

Your company need not be large 
and powerful. For example, here at 
Old American in Kansas City, the 
company was founded on the idea that 
“Age alone does not make a person 
uninsurable.” Old American pioneered 
the idea that insurance should be 
brought into the reach of older aged 
people -— who frequently are the ones 
who need it most. 

So be sure that your company ts 
founded on a great idea. What is it 
that sets your organization apart from 
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all others? If you have done nothing 
in the way of advertising or publicity 
to mark it off from all of the rest 
of its competitors, to give it a cor- 
porate personality that is known and 
recognized, then you are neglecting 
one of the most important aids to its 
growth. 


Those to me are the essentials of 
success in mail order. It’s a “reason 
for being.” 


Jack Smith, of John A. Smith & 
Staff, 11 Beacon St., Boston 8, 
Mass., made his reputation writing 
the homey, salty, down-to-earth, 
successful letters for the Frank E. 
Davis Fish Co., Gloucester, Mass. 
Jack has been under the weather 
for a while but he is recuperating 
in Florida. He made these brief, 
but welcome, comments on our 
letter. 
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JACK SMITH 
' 


HE real secret of success in mail 

order is to get a product or pro- 
ducts that will appeal to the American 
people and that will have a large 
enough mark-up or spread between 
cost and selling price to make it pro- 
fitable to sell by mail. 

To me — too many people are try- 
ing to set up a mail order business 
with too short a mark-up. 


Helen Tarbox, eastern manager of 
George R. Bryant Co., 595 Madison 
Ave., New York 22, N. Y., tells us 
how she tries to counsel newcom- 
ers who want to get into the “mail 
order business.” 


HELEN TARBOX 
1 


' 
© newcomers in direct mail or 
mail order we tell in capsule form 
direct mail story in, believe it or 


aa 


oo e--- 

not, about two hours. One of the most 
important things we stress is that the 
mailer should not be a speculative one. 
This means he should have money in 
the bank to pay his initial promotion 
bills, both mail and space. He should 
not attempt a plan hoping to pay his 
bills from his pull. We also give them 
the usual advice about postal regula 
tions, basic rules, etc. usually 
referring them to the DMAA for ad- 
vice and visual aides. 


One of the biggest obstacles to mail 
order success with beginners is their 
inability to evaluate available items 
properly. Another obstacle is that many 
have read popularized articles on di- 
rect mail success and think it’s a short 
road to riches. Another is that many 
beginners have no sales or marketing 
experience and don’t even think they 
need it. I don’t really know the secret 
of success, but an opinion might be — 
common sense. 


THERE you have the sober 
opinions of 21 personalities connected 
in some way with the complicated bus 
iness of selling by mail. 


Go back and read them again and 
you'll see that they all boil down into 
a pattern although the opinions 
are expressed in different ways. 


We think (perhaps immodestly) 
that this is the best roundup of opin- 
ions on mail order that has ever been 
put together. It debunks for all time 
the theory that there is such a thing 
as a mail order business. 


Jack McDonnell is 100% correct 
when he says: “Don't start a mail 
order or direct mail business. Start 
a business. \f it happens that direct 
mail is the best way to run it, well and 
good.” 

That is what’s wrong with all the 
articles, books, manuals and pamphlets 
inducing people to go into the fabu 
lous mail order business. These people 


should be told first that they must 
have within themselves the secret of 
SUCCESS. 

That question in my letter to the 
experts was a loaded or trick question. 
I wanted to find out how many could 
actually name the real secret. The real 
secret doesn't even include the term 
“mail order.” Mail order in itself isn’t 
important. The real secret is . . . mer- 
chandising know-how. The fellows 
(and girls) who have made a success 
with mail order would probably have 
been successful in any marketing activ- 
ity . . . because they knew marketing. 
They were smart buyers and/or sellers. 
They were, as Buster Brown puts it 

. sales minded (born that way). The 
details of mail order were simply in- 
cidental to the more important char- 
acteristics management and mer- 
chandising know-how. 





He Read A Sales Letter 
written by Shurtleff 
Write for information about a 
“most unusual letter writing 
service.” Shurtleff letters are 
100% guaranteed todo the job. 


FLAVEL H. SHURTLEFF 


1128 Wileee Avense, Peoria 4, Ilineis 
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SOME OF THE LEADING DIRECT 
MAIL USERS who count on 
DOUBLE ENVELOPE CORP. for a 
variety of their envelopes: 


EASTERN AIR LINES 
Flouda 
NATIONAL AIRLINES 
Florida 
FARM & RANCH PUBLISHING Lae) 
Tennessee 
U.S. NEWS - WORLD REPORT 
Washington, D. C 
EE. |. OuPONT 
Delawore 
FAIRCHILD AIRCRAFT 
Maryland 
_ METHODIST PUBLISHING COMPANY 
Tennessee 
VIRGINIAN RAILROAD 
’ Virginia ' 
BUREAU OF NATIONAL AFFAIRS 
Washington, D. C. 
JOE SWEENY'S HOBBY GROVE 
Florida 
GOODWILL SALES COMPANY 
North Carolina: . S 
J. W. ROBERTS & SON 
Florida 
RODALE PRESS 
Pennsylvania 
MORTON PHARMACEUTICALS 
Tennessee 
WILCO FASHIONS 
New York City 
GRAYSON-ROBINSON STORES 
» New York City 
S. —. MASSENGILL COMPANY, INC. 
New York City 
J. C. PENNY COMPANY 
New York City 


LET OUR ART DEPARTMENT 
PUT SELL IN YOUR < 
ENVELOPES: 


Just send us a rough sketch or an outline 
of your ideas for envelope copy or design. 
Our art department will show you how you 
: can use the outside of your envelopes to 
add powerful SELL to your mailings. After 


~———-you_approve the design, we will be happy 


to. provide the art work for you — without 
eTeleliilolarelMaulelael 


FOR YOUR SPECIAL envelope problems, 
DOUBLE ENVELOPE will be glad to 
design and custom-make special en- 
velopes to your specifications. 


YOU CAN COUNT ON DOUBLE to meet 
every envelope need—and provide 
you with personalized, prompt and 
cheerful service. ASK THE DOUBLE 
man to fell you about us. 





WITH TODAY'S ceGvisiaa” COSTS skyrocketing 
cll the time, youll welcome Double Envelope’ new - 


3rd cicshe selling: latilations 


. with Business Reply Card 
Inserted ~ as low as $12 
per M 


A COMPLETE 


ALL 4 IN $ ONE PACKAGE 


SALES BUILDERS 
fhre Ready 
‘ 7, Wal. . wt corsage of seas ¢ 


aiready inserted — sevled ¢ 
ready to mail. Your indicia 
already printed on. 
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SEND ME SAMPLES of the 
new ALL-IN-ONE Mailers 


DOUBLE ENVELOPE CORPORATION 

P. O. Box 658-R 

Roanoke 4, Virginia 

| want to know how to cut costs and increase response in my 


direct mail order and inquiry programs. May | have a few sam- 
ples of your new ALL-IN-ONE Mailers, together with prices? 





Nome 


Firm 


Street Address 


City 





How to Think About 


PMaAIL ORDE 


Section Ill 





THE BASIC PRINCIPLES 
OF MAIL ORDER 


In this section, let us see if we can 
mold the “opinions” of experts into 
some semblance of a pattern without 
too many ifs and buts. 


What can be sold by mail order? 
Entirely by mail? 


Years ago, in the days of Postage 
and The Mailbag magazine, John 
Howie Wright had a pet slogan: 
“Anything that can be sold can be 
sold by mail.” John would never 
change that slogan, in spite of many 
complaints and much argument. 

But .. . can everything or anything 
be sold economically by mail? If you 
do a good job of market research, you 
will discover that there are not so many 
things that can be sold by mail, by 
mail alone, or just alone. These things 
have a very wide range. We all know 
that magazine subscriptions are being 
sold generally by mail. Books are being 
sold successtully by mail. So are fish, 
shirts, speakers gavels, jams, fruits, 
syrups, smoked poultry, neckties, trav 
eling bags, courses, and so forth. A 
strange variety of products and services 
are being sold by mail. Yet . . . not 
everything can be sold by mail profit 
ably or economically. 

What is the distinguishing charac 
teristic of a good, practical mail order 
proposition? The answer is simple. 
The product or the service offered 
must be different. It must have some 
special characteristic of uniqueness in 
the product or appeal. It must be a 
product or a service which has some 
unique character which cannot be 
duplicated easily just around the corner 
at your favorite store. 


(This is where a BIG IF comes into the 
description. The big catalog houses can sell 
inexpensive, casily obtainable terns because 


they are being offered in conjunction with 


many other items. Purchasers find it easicr 
and more convement to shop trom the cata- 
log of a reputable merchant. And that “repu 
table” is important. The individual item if 
might not be sold profitably 
beginners in mail 


promoted alone 
by mail. This 1s where 
order make their biggest mistakes) 


Why then can subscriptions be sold 
by mail, when general magazines are 
stacked high on every corner news 
stand, in drugstores, in bookstores? 
You can buy an individual copy of 
a magazine very easily if you go to 
the newsstand or the bookstore to buy 
it. But it is a bit of trouble to arrange 
for a subscription at a bookstore or 
a newsstand, or you might miss an 
issue if you are away. Therefore, it 
is easier to arrange for a year’s sub 
scription by mail. The character of 
uniqueness applies here, because the 
individual publisher has a _ product 
which is supposed to be different from 
competitors; which has a unique qual 
ty all of its own; or the appeal itself 
may be unique (convenience, 
omy, etc.). 


econ 


How could the Davis Fish Company 
make a mail order item out of fish 
when that is supposed to be a staple, 
easily-obtainable item? They did it by 
saying, in effect: “You can probably 
get fish just as good around the corner 
sometimes, maybe most of the time, 
but the Davis Fish Company guaran- 
tees that in its products you can get 
top-quality selected fish al! of the 
They thereby gave their pro 
ducts a quality of uniqueness. They 


time.” 


also offered a choice of different items. 


The same principles apply to jam 
and shirts. “Our jam is homemade. 
It has a quality all of its own.” Or, 
“Our shirts are practically hand-tail 


ored for you.” 


You can add a quality of uniqueness 
to a book. The book could be obtain- 
able at a bookstore. But it may be 
troublesome for the purchaser to go to 
the bookstore. By buying from the 
publisher by mail, the purchaser is re 
lieved of the trouble of going to the 
store. He may even get a slight dis 
count, or he may get some premium. 
He may have inspection and return 
privilege. The offer is made unique. 


That's why so mail order 


propositions go 


many 
haywire. The pro- 
moters try to sell a product or service 
which is not unique which is 
not different which has no dif 
ferent appeal. Sometimes the amateurs 
waste hundreds and possibly thousands 
of dollars trying to sell a product that 
is not different from a dozen compet 
ing products that a customer or pros 
pect can buy easily at the store arouad 
the corner. 

The product or service which can 
be sold successfully by mail, if not 
different and unique in itself, must 
have some difference, either in pack 
aging, price or 
chase. So put it in the records: THE 
ONE DISTINGUISHING CHAR 
ACTERISTIC OF A GOOD MAIL 
ORDER PROPOSITION IS 
UNIQUENESS. 

To round out this point, | want to 
add the summary of a fine talk made by 
Larry Chait, director of list research, 
Time, Inc., and 1954 president of the 
Direct Mail 
at the Boston Advertising Club. Larry 
spoke on the seven priceless ingredi- 
ents of a mail order proposition. Read 
them carefully and you'll see that, com 
bined together, they spell amiqueness. 


convenience of pur 


Advertising Association, 
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What is the single, most impor- 
tant factor in a mail order cam- 
paign?: 

Formulas, copy, layout, printing, 
etc., are, naturally, important elements 
in a mail order campaign. Those are 
the normal working tools of the pro- 
fessional. But when you get down to 
brass tacks, and when you don’t mind 
stepping on the toes of sensitive copy 
specialists, the real truth is that the 
most important thing about any mail 
order campaign is the mailing list. 

The most inspired and brilliant copy 
in the world will flunk out on a poor 
mailing list. The most amateurish 
copy might get fair results from a top- 
notch mailing list. (We've known it 
to happen.) The copy specialists can 
talk themselves blue in the face but 


nothing will change that rule. If your 
copy is not reaching logical prospects, 
you are (as Billy Van used to say) like 
the fellow winking at a pretty girl in 
the dark. You may know what you're 
doing, but she doesn’t. You cannot sell 
baby carriages to a list of bachelors. 


I cannot, at this particular time, go 
into a complete description of the mail- 
ing list problem. It’s a big problem. A 
tough one. It would take another book 
to describe the methods of building, 
renting and maintaining mailing lists. 
Best advice: Buy from Direct Mail 
Advertising Assn., 381 Fourth Ave., 


New York 16, N.Y., their valuable, 
authentic research report on mailing 
lists. Price to non-members is $5. Or 
you can obtain from The Reporter, 
Garden City, N. Y., a reprint of a 
series of articles on mailing lists 
(price 50¢). 

Our primary job for the present is 
to analyze the basic principles and 
formulas for mail order work. But, 
perhaps, this brief summary of list 
problems will help. 

The best mailing list in the world 
is your own list of previous purchasers. 
They are the people who know you 
and your product or service. For in 
stance, Frank E. Davis started in the 
mail order fish business by actually 
selling fish to summer tourists in 
Gloucester, Mass. These tourists later 
wrote to him and wanted to buy more 
fish. He gradually got into mail order 
operations by writing to these former 
satisfied customers, who later on sup 
plied him with many new names. 

John Blair accidentally got into mail 
order operations by selling a black 
raincoat to a visiting undertaker when 
he called on a small country store 
owner. As a salesman, he saw the 
possibilities. He obtained other black 
raincoats and circularized undertakers. 
From there on he went to clergymen, 
selling them on the idea of having a 
black raincoat for funerals on rainy 





THE SEVEN PRICELESS INGREDIENTS 
OF A MAIL ORDER PROPOSITION — LARRY CHAIT 


1. An excellent product. Your product must 
measure up to the buyer's faith in you. Bear 
in mind that because the buyer has trusted 
you through the mails, his resentment will 
be quick and sure if he feels you have let 


him down. 


2. Need for the product. It is best that 
you offer, through the mails, that which is 
4 ol. wok il, 


not con y a 
should have your prospect reaching for some- 


elsewhere. You 





thing he really wants and requires. 


3. Describability of the product. Many 
items offered can be described only with 
great difficulty. You should be able to build 
@ product description which creates a sub- 
stantial desire. 


Most of us face a 


situation in which the initial cost of placing 


4. Repetitive sale. 


accounts on our books comes so high that 
ovr profits must be reckoned in terms of 
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repeat sales. it is a rare direct myil sale 
which is not Uased upon the renewal or the 
repetition of the initial impression or order. 


5. The offer. In our circulation sales of 
Time, Life and Fortune, the “proposition” has 
three components: (a) The nature of the edi- 
torial product; (b) the length of the subscrip- 
tion service offered; (c) the price. These three 
things have to hang together in the eyes 
of our prospective reader. In our case, we 
find that the less selective the list, the shorter 
must be the length of term of the subscrip- 
ion offered and the smaller the price. 


6. The guarantee. Guarantees make your 
prospect feel you have unlimited confidence 
in your offering and for that reason the pros 
pective buyer will have added confidence in 
you. 


7. The integrity of the seller. The integrity 
of the seller is basic to direct mail success. 





days. As he added additional lines, he 
wrote to his former customers. 

Luke Kaiser, in Houston, Texas, in 
vented a crazy, oversized Texas Buck 
(as a gag). It caught on. Friends 
showed to friends. It boomed into a 
nationwide business of selling these 
bucks and other gags and games by 
mail, 

Postage magazine started by cir- 
cularizing the members of the then 
newly-organized Direct Mail Advertis- 
ing Assn. Those members supplied new 
names for the mailing list. The Re 
porter did likewise when it came 
along. Nearly all trade papers start 
by circularizing the people in the trade 
or profession the magazine will cover. 

Those who start mail order opera 
tions from scratch, and who do not 
have former customers, must, of 
course, depend on the customers of 
someone else. Hard sledding until you 
can build a reputation. The safest cold 
mailing list for a new proposition is 
a list of people who are known pur 
chasers by mail of products or services 
similar to the offer about to be made. 

The next best list, if you are run 
ning a service business, such as a pub 
lication, is a list of the people who 
formerly subscribed but canceled their 
subscription. Those people, too, know 
you and your service. They dropped 
out for some unaccountable reason. 
Circumstances may change their opin- 
ion or their need. So they are always 
prospects for a renewal. 

The next best list would be that of 
customers of another firm reaching 
the same market, but not competing. 
You may be able to compile a group 
list such as this from directories or 
catalogs. Or you may be able to rent 
the list through a list broker who will 
negotiate for you with a non-competing 
organization. 

Next in your list category are in- 
quiries from advertising or so-called 
word-of-mouth recommendations. They 
are very important. Those names rep 
resent people who are interested 
enough in your product or service to 
make inquiry. 

Although, in this analysis, we are 
talking mostly about straight mail 
order work (where the entire transac 
tion is handled by mail), we should 
point out here that many mail order 
houses spend a great amount of money 
advertising for names. Small display 
ads or space in classified columns are 
placed for the purpose of getting 
names. The cost of those names may 
be high, but results from them are 
usually good. More about this in 
Section Five. 














ADDRESSING 
MACHINES 


offer you the only competition 
you can find in the Addressing 


Machine industry. 


Consult your yellow telephone 
book or write to The Elliott 
Addressing Machine Co., 
155A Albany St., Cambridge, 
39, Mass. 








LOOKING FOR 


A LARGE NUMBER OF 


THE TOP 10% 


IN WEALTH, INCOME 
AND INTELLIGENCE we 


Men and women at home addresses 
where you can get a crack at BOTH 
Everyone a ma order buyer of highest 
juality. Far more Buicks, Cadillacs and 
Olds than Fords, Chevies and Plymouths 
All with high pride of ownership. Nice 
homes. Fine lawns. Beautiful gardens and 
many estates 

Write for molete renta nformation, 
yiving your residence post office or name 
t smaller town where y know every 
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Postalgram 


WHEN YOU MAIL A GIANT “POSTALGRAM 
TO YOUR MAILING LIST. THE POSTALGRAM IS 


AN EVE-OPENING 12° X 18 LARGER THAN 

A DOUBLE PAGE SPREAD OF THIS MAGAZINE 

SEND FOR SAMPLES AND PRICE LIST 
MAILOGRAPH CO. INC 
39 WATER ST. NYC 
BOWLING GR 9.7777 
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If you happen to have salesmen or 
dealers, the names you get from them 
are important for your mailing list. 
If you ask your salesmen or dealers 
to supply you with names, don’t ask 
for a big list. Always specity that you 
want the names of three, or six, or 
ten prospects. Another good source ot 
names for mail order work is to ask 
the customers for the names of people 
they think might like to receive an 
nouncements about your product of 
service. People like to be asked for 
their advice. People like to be asked 
to do things for you. It makes them 
feel important. So don’t be afraid to 
ask your customers to supply you with 
three, or six, or ten selected names of 
friends or acquaintances ol theirs who 
might profit by knowing about what 
you have to offer. 

The beginner in mail order work 
usually feels that the mailing list prob 
lem is a tairly simple one. He thinks, 
as I did in Dogs That Climb Trees, 
“there should be one in every home.” 
Or he'll reason, “Every school teacher 
in the country should be a_ prospect 
for this wonderful gadget.” But the 
beginners soon learn. So let’s put this 
important point in the record: The one 
most important factor in a mail order 
campaign is the mailing list. Only 
time, experience, constant checking, 
testing and research will determine the 
best list for you and your mail order 


ettorts, 


What are the three most import- 
ant things a mail order campaign 
must do?: 


Anyone in or entering mail order 
work should be well grounded in the 
formulas, or theories, for writing a 
promotional letter. You know about 
attention, interest, desire, action. Or 
about picture, promise, prove, push. 
You know that every letter, to win 
attention, must evoke desire, build con 
viction and secure action. Those for 
mulas tor effective advertising are 
fundamental. They were true yester 
day, they are true today, and they will 
be true in the future. Your job is to 
develop a technique to accomplish 
these aims. To follow whatever for 
mula you want to follow. 

According to Frank Egner, the lat 
Bob Collier and other mail order ex 
perts .. . a mail order campaign has 
to do three special things: (1) Give 
your prospect a personal reason for 
buying; (2) give him a reason tor 
buying now; (3) convince him that 


the benefits he will derive from your 





product or service will be worth more 
to him than his retention of th 
amount of money involved. Put those 
points down in your permanent re 
cord. Write them on a card. Put the 
card someplace on your desk where 
you can see it often. Read the words 
often. 

The theory of a personal reason for 
buying is of major importance. The 
experts know that there are four 
primary reasons why people buy: (1) 
Romance; (2) longer lite; (3) ade 
quacy; (4) masculinity (or vitality)... 
which can be broken down into 25 or 
more basic buying urges. But in mail 
order selling it is important to tic 
your appeal down to the personal, the 
human needs. Don't be afraid to be 
homey. We are all of us just folks. 
Our fundamental reactions are very 
similar. The reasons tor buying are 
very fundamental. Very close to earth. 

For instance, you could yell your 
head off to me about the comtort and 
convenience of having a second car. 
1 may not be listening. But if you tell 
me how much annoyance it would 
save if I had an extra car for the 
family to run around in without in 
terfering with my use of my car 
then I would be listening. You are 
talking to me. You are 
personal reasons for buying. And per 


giving m«¢ 


sonal reasons are powerful. Takes 
imagination to develop these personal 
reasons tor buying. But imagination 1s 
what makes a good mail order man. 
Don't let the copy for your mail 
order campaign get too abstract or 
up in the clouds. Keep it down in 
the crowd where it belongs. When you 
offer benefits, services, values 
bring these advantages down to earth. 
Give your prospect personal applica 
tions. Personal reasons tor buying. 
And in your copy, you might try 
to use the advice reputedly given by 


ad man Arthur Kudner to his son 


Su i 
Or dau 
Learn to 


It 


Here are some additional points to 
remember in your appeal: Give your 
prospect a definite reason tor buying 
now. From a psychological standpoint, 
you must try to get your prospect to 
take action as promptly as_ possible. 
You've heard it before, but most peopl 


react promptly or not at all. If your 
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CHRISTOPHER J DUNPHY 
247 JUNGLE RD 
PALM BEACH FLA 


ANN 8 DUPONT) FDS! 


102 EL BRIL 
PALM BEACH 


JAMES DUPR 
ity SEASPR 
PALM BEAC 
WARREN S| 
158 DUNBA 
PALM BEA/ 


MRS AA 
300 AR 
PALM B§ 


PALM BEACH FUR—__ 


ANNE Y EGGLESTON 
P O BX 823 
PALM BEACH FLA 


EDWARD EHINGER 
292 ORANGE GROVE RD 
PALM BEACH FLA 


EDWARD A EHINGER JR 
224 MEDITERRANEAN 
PALM BEACH FLA 


JOSEPH EISELE 
6301 LAKE AV 
PALM BEACH FLA 


MYGR ELGARTER 
004 


PALM SEACH 


FRED EVANS 
4yll S COUNTY RD 
PALM BEACH FLA 


WALTER L EVANS 
140 ROYAL PALM WAY 


PALM BEACH FLA 


PALM BEACH CO FLA CONT'D LIST 


DESY9 


CADLUS 


ALICE C EWING 
346 BRAZILIAN 
PALM BEACH FLA 


EDWARD EXTOR 
BX 2192 
PALM BEACH FLA 


EDGAR A EYRE 
VIA VIZCAYA 


5 EVERGLADES ARCADE 
PALM BEACH FLA 


JACOB FELDMAN 
303 COCOANUT ROW 
PALM BEACH FLA 

















ABOVE 
AVERAGE 


We buy, sell, rent and 
compile Mailing Lists of 
individuals of above 
average intelligence, cul- 
ture and/or income. 


Send for free 
copy of LISTS & LISTINGS. 


WALTER DREY, Inc. 
257 FOURTH AVENUE 
New York 10, N. Y. 

o 


333 N. Michigan Ave., 
Chicago 1, Illinois) 











Inserting & Mailing Corp. 
Executive Offices: 2 Broadway, N. Y. 4, N.Y. 
Plant: 515 Greenwich St., New York 13, N.Y. 
Tel: Whitehall 4-3722-3-4-5-6-7-8-9 


We wre Strictly a SERVICE Organiza- 


tion — Incorporated in 149. 


We are SPECIALISTS in 
Inserting and Mailing Operations. 


We SELL SERVICE. We do not Manu- 
facture Machines. Please do not con- 
fuse us with any other Company of a 
Similar Name. 


We offer and We Perform 
INSERTING AND MAILING 
OPERATIONS 


We are SPECIALISTS 


We SAVE You: 
Time, Personnel, Space, Money 
and Worry. 
Write or Phone for PRICE LIST and 
CONSULTATION without Obligation. 
Ask for Mr. J. A. Davis. 


DEPENDABILITY ¢ RESPONSIBILITY 
SERVICE 


Capital paid in: $100,000.00 
— 





copy leaves the prospect interested, but 
lukewarm, he is inclined to lay the 
idea aside to think it over. He may 
never get back to it. Or when his 
interest cools off, he may decide not 
to act at all. 

When your followup arrives, he may 
remember that he has already decided 
to say no. It is harder to get him in- 
terested the second time. (This ap 
plies in mail order work. Don't con- 
fuse this with “low-pressure” contacts 
used by many commercial direct mail 
advertisers.) 


There are variations in this formula, 
just as there are variations in all for- 
mulas. The promotion folks at Time, 
Inc., tor example, do not believe in 
too high-pressure mail order in pro- 
moting subscriptions to their maga 
zines. They believe the prospect should 
be left in a happy frame of mind, so 
that if he doesn’t act on one letter, 
he may be in a mood to act on the 
next one. They do not always use the 
letter which works best on a test. 


But in the majority of mail order 
cases, it is highly important for you to 
have a convincing reason for the pros- 
pect to buy now. Schwab & Beatty, 
Inc., New York agency specializing in 
mail order accounts, listed seven ways 
to get action in one of their informative 
bulletins: 


1. Make an offer. Use a “hook.” Offer a 
booklet, sample, free tnal, premium, intro- 
ductory price or other extra inducement. 

2. Limited supply. lf selection or supply 
of product is actually limited, stress this fact. 

3. Time limit. Give time limit on your of- 
fer if limit is bona fide. Such as one dollar 
off, or ten percent off, on all orders before a 
certain date. 

4. Guarantee. lf the product is guaranteed, 
point out that this assurance removes cause 
tor delay or inaction 

5. Price going up. lt the price is to he 
raised, emphasize that fact, giving specific 
date if possible 

6. Price reduced. lf so, say so. Point out 
desirability of taking advantage of it at once 

Gain or loss. Stress what your reader 
gains by purchasing product immediately, or 
what he loses daily by not owning it. “Put 
your order in now and save money.” 


In other words, it is essential to have 
a “hook” of some kind in a mail order 
selling campaign. At a meeting of the 
Direct Mail Advertising Assn. Circula- 
tion Workshop, I heard one fellow 
ask, “Where do you put the hook? At 
the start or middle or end of letter?” 
That brought a laugh, but it’s really 
serious. Only sound judgment in in- 
dividual cases can determine where, or 
at what point, or how the hook should 
be employed. 

The third thing a mail order cam- 
paign must do is very important, too. 


Convince your prospect that the dene- 
fits he will derive from your product 
or service will be worth more to him 
than his retention of the amount of 
money involved. A whole lot of copy 
writers are successful in evoking real 
desire. They give personal reasons for 
buying and also have a good “hook” 
in their copy. But they forget to tell 
the prospect that what they are offer- 
ing is worth a lot more in_ service 
and/or benefits than the amount of 
money asked for. 

So many of us are frightened when 
it comes to mentioning price. We are 
afraid that the other fellow will think 
the price it too high. We involuntarily 
cover up the price, or we bury it down 
in a small coupon at the bottom, 
right hand corner. By doing this, we 
give evidence that we, ourselves, are 
not convinced that the product or serv 
ice is worth the price we are charging. 
Such tactics cut down returns. 

The successful mail order writer 
must be positively convinced that what 
he is offering his prospect is worth 
more to that prospect than the amount 
of money asked for the product. He 
must say so in black and white. For 
instance, if you are selling a book for 
$5 . . . tell the prospect that one idea 
from this book will bring him back 
several times the amount of the price. 
Remember, and never forget it, that 
in mail order selling . . . emphasize 
that your product is worth more to 
your prospect than the retention of the 
amount of money it costs. 

Those are the three things a mail 
order campaign must do. Repeat for 
emphasis: 


1. Give your prospect a personal 
reason for buying. 

2. Give him a reason for buying 
now. 

3. Convince him that the bene- 
fits he will derive from your prod- 
uct or service will be worth more 
to him than his retention of the 
amount of money involved. 


What are the two major obstacles 
that must be overcome by a mail 
order campaign? 


The first obstacle is human inertia. 
The other is competition for the pros- 
pect’s dollar. 

Human inertia is just highbrow 
language for the ordinary word “lazi 
ness.” Everybody is lazy. Some people 
put on a show of energy and activity. 
But underneath the surface all men 
are lazy. They would much prefer 
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to have life go along just as it is. 
They are not waiting for your copy. 
They are not anxious to act. Every 
mail order copywriter must be con- 
scious of this one human frailty. You 
must coax, persuade, urge, push your 
prospect into action for his own good. 
Mail order copy must be (usually) 
high-pressure copy. For you want im 
mediate action. Never forget this one 
major obstacle . . . laziness. Your 
letter, right from the start, must fight 
against laziness. 


The second obstacle is harder to 
overcome. Competition for the pros 
pect’s dollar. Many copywriters, par- 
ticularly those with an exclusive pro- 
duct or service, fall into the erroneous 
rut of thinking that they have no 
competition. I have talked to many 
mail order people in my time who 
thought they had no competition. But 
when you are trying to sell anything, 
you are in competition with all the 
demands for your prospect's money. 
(Necessities of life, insurance, auto 
mobiles, television, everything.) 


Suppose you are selling baby chicks 
by mail. It’s true that your competitors 
in the baby chick business are compet- 
ing for the prospect’s dollar. But that 
is not the important competition. 
Every other appeal your prospect gets 
is in competition with your appeal. 
You must remember this important 
point. You must try to fit your pro 
duct’s benefits into your prospect's 
scheme of living and, if possible, into 
his regular budget. You must convince 
your prospect that your product or 
service is so important that he must 
make a place for it in his schedule of 
expenditures. Don’t overlook this com 
petition for your prospect’s dollar. It 
is of major importance. 


There are many things plaguing the 
mail order field which make this com 
petition even more dangerous and 
severe. With the growth of mail order 
and the promotion of “start your own 
mail order business” by racketeers, the 
mails, at times, have been flooded with 
cheap, ridiculous and, sometimes, 
fraudulent offers. That's why the Di 
rect Mail Advertising Assn. has set 
up a Code of Ethics Committee, in 
an effort to get all mail users to con 
form to high, ethical standards. That's 
why it’s important for your mail to 
be truthful, believable and to stand 
head and shoulders above competition. 
An unending crusade, which is men- 
tioned frequently in the pages of 


The Reporter. 
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Is there a standard format for a 
good mail order package? 


Whew! That question stirs up a 
storm of argument at any mail order 
meeting where representatives of all 
Six groups (see page 18) are assembled 
together. Most of the “experts” agree 
that there ss a basic, standard format. 
Many of the experts follow this format 
religiously. But there are so many vari 
ations. Here is the “accepted” format: 

Within the outgoing envelope, there 
should be: 


l. A sales letter 

, 

2. One or more circulars 

3. An order blank, or care 
4. A return envelope 


Let's discuss this format for a min 
ute. The sales letter seems to be in 
dispensable. Most tests in the past have 
proved that a sales letter and an order 
form will outpull a circular and an 
order card. Generally, a sales letter, 
plus a circular and an order card, will 
outpull a sales letter alone and an 
order card. But, another BIG BUT, 
magazine publishers have found (in 
most instances) that it does not pay 
te use a circular with the letter. The 
theory is that no circular can describe 
the magazine as well as the magazine 
itself. The better known the magazine, 
the less need for circular. We've known 
cases in the commercial field where a 
broadside, or even a jumbo card, 
pulled better (in terms of selling cost) 
than the accepted format of the ex 
perts. So it pays to experiment. 


Is there a ready made ‘formula 
for writing effective mail order 
copy? 

Anyone using direct mail should 
know the formulas for writing sales 
promotion letters. Most of those for 
mulas can be applied to mail order 
copy.* 

In my years of mixing around with 
mail order people, I have heard lots 
of arguments. Some people in the 
business think that formulas harm 
rather than help the writer. Some be 


* Footnote: In cases where cash with order 
is not required, or where offers are made 
to send goods on approval, an order card 
can be substituted for the order blank, with 
return envelope. Some professionals put in 
both, the order card plus the order blank, 


and return envelope 


Footnote: For further help on this point, 
we immodestly recommend two pamphlets 
available at The Reporter, Garden City, 
N.Y. Price $1 each. How to Think About 
Direct Mail by Henry Hoke and How to 
Think About Letters by Howard Dana 


Shau 


lieve the writer of mail order copy 
should know what he wants to do 
and then sit down and write about it. 
They think formulas cramp your style. 
Perhaps that is true, where the writer 
is very expert. Unconsciously, such 
writers follow formulas without realiz 
ing it. 

So tar as I know the best for 
mula for mail order copy was developed 
by Frank Egner when he was with 
McGraw-Hill. He gave these formulas 
in his book and in his many speeches. 
The formula came about as a result 
of testing over more than 20 years. 
The formula he finally developed 
worked for him and it has worked 
for many other people. I have used 
it in my own work. People who have 
followed the advice given have made 
their letters more effective. This does 
not mean that a better formula could 
not be developed. Perhaps some un 
known mail order experts have differ 
ent formulas. 


There are nine major elements in 
the Egner mail order formula. Realize, 
as you read, that in spite of our long 
description, these nine elements could 
be grouped into a_ short letter. It 
might be possible to write a sales let 
ter with each element occupying only 
one sentence. Experiment with this 
formula: 


First element is the headline. 
Your opener must evoke desire as 
well as win attention. In mail order 
writing there is no sense in winning 
a lot of attention in your headline it 
you don't make vour prospect want 
what you offer. In a mail order let 
ter, the headline may be the first line 
of the first paragraph, if you are fill 
ing in your letter with name, address 
and customary salutation. But if you 
do not use a fill-in, your headline takes 
the place of a fill-in salutation. Get at 
tention and evoke desire in that head 
line. 

While we are discussing this first 
element, let’s clear up a few miscel 
laneous points which may be confus 
ing. In general sales letters, or in con 
tacting customers or prospects over a 
long period, you may not want to tell 
the whole story in every mailing. But 
your mail order sales letter must pre 
sent a complete sales story. At least, 
it must highlight all the important 
points of your sales story. It must go 
through the usual procedure of win 
ning attention, evoking desire, build 
ing conviction, securing action. 

Then why should you use an addi 
tional circular? The circular should 
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give the whole story completely and 
comprehensively. It can elaborate on 
the letter. It can be more complete 
than the letter. Where as the letter 
must highlight the main points, the 
circular can go into greater detail. It 
doesn't seem to make any difference 
if you duplicate the phraseology of the 
letter in the circular. Don’t try to avoid 
this duplication. Sometimes the du 
plication helps, because the more fre- 
quently your prospect reads the sales 
points, the more liable he is to accept 
them as the truth. The power of the 
printed word is strong in building 
conviction. 

Don’t brush aside your order forms 
or order cards as being of small im 
portance. They should be as specitic 
and clear as you can possibly make 
them. Often it is possible to include 
selling phraseology in your order form. 
Look, Time and other magazines go to 
great length in making their order 
torm seem important. 


Sometimes it is possible to include 
teaser, or selling copy, on your out 
going envelope. Some mail order ex 
perts have found this teaser copy to 
be valuable when the copy is exactly 
right. If the teaser copy seems too 
smart-alecky, or too clever, it becomes 
dangerous. Better test the use of teaser 
copy in your own business. I have 
known some cases where it paid to 
use plain outgoing envelopes, or en- 
velopes with a very plain return ad 
dress, such as the street address only 
without the nffme of the company 


Among the many rules for writing 
headlines, here is another rule which 
may be helpful. Your headline should 
either make a statement or ask a ques 
tion. If you make a statement, it should 
be something new, different or inter- 
esting. That’s simple enough. If you 
ask a question, be sure the question 
cannot be answered yes or no. To 
brush you off. But if your question 
can be answered yes or no, be sure 
that you phrase it so the answer is 
what you would like it to be. 


Those are some of the points to 
consider when working with element 
one, the headline. 


Second element is the inspira- 
tional lead-in. In this lead-in you 
must justify your headline. You must 
develop its theme. Headlines usually 
show the advantages of the product, 
the benefits to the customer, as dra- 
matically as possible. The headline, at 
times, might even contain your 
“hook”. The inspirational lead-in 


should be devoted to building up the 
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renewals, and I know it works.” 
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idea in the headline. It should dram- 
atize the headline. In other words, you 
are picturing your proposition. 


Third element is: the definition of 
the product. You'd be surprised how 
many copywriters are so enthused 
about their own importance, or about 
their own product, that they forget 
to describe it completely. I have actu- 
ally seen selling letters in which the 
copywriter completely forgot to de- 
scribe his product. The copywriter as 
sumed that everybody in the world 
knew what his product looked like and 


what it did. 


Every piece of mail order literature 
should emphasize the product’s name. 
It should be prominently displayed. 
The product (or service) should be 
concisely and clearly defined. Study 
mail order catalogs for examples of 
clear, complete description. The big 
catalog-house copywriters have descrip- 
tion writing down to a science. They 
describe every important point in de- 
tail. Your job is to learn to describe 
your offer clearly and concisely. 


Fourth element is: The success 
story. This may be merely a phrase, 
a slogan, or it might be a complete 
story of a business happening. Noth- 
ing succeeds like success. Try to insert 
into your letter some expression that 
will show your product or service to 
be successful. Examples— “Fifth print- 
ing now ready” “Ask the man 
who owns one” “Ten thousand 
dealers made money on this merchan- 
dising last year.” 


Fifth element is: Testimonials and 
endorsements. In spite of all the 
criticism of and the joking about testi- 
monials . sincere and honest testi- 
monials are important. They increase 
the effectiveness of mail order copy. 
Official laboratory test records, book 
reviews, endorsements by organiza- 
tions, etc., come under this head as 
well as outright testimonials from in 
Don't be hestitant about 
Include them 


dividuals. 
using testimonials. 
wherever possible. 


Sixth element is: Special features. 
Emphasize the special selling points 
which should be of interest to the par 
ticular type of prospect you are reach- 
ing. Try to anticipate the prospect's 
natural questions regarding the pro 
duct or the service. What are the spe- 
cial outstanding selling points? Em- 
phasize them. 


Seventh element is: A definite 
statement of value. Pick out the one 
major value of your product or service 
that will be of utmost importance to 
the prospect. Emphasize that value. 
For instance — “One idea from this 
book may bring you results many times 
the $3 the entire book cost you.” 


Eighth element is: Specific urgent 
action copy. We've covered that be- 
fore in this section. Go back and 
review the Schwab and Beatty sug 
gestions for getting hurry-up action. 
Your letter must end with action-get 
ting copy. Don’t use negatives. Don’t 
be indefinite. Tell your reader what 
you want him to do. In a-b-c fashion. 


Ninth element is: A postscript. 
A postscript is powerful and effective 
when you use it to rephrase the ap 
peal of the headline or re-emphasize 
the principle selling advantage. The 
spot below the letter after the signature 
has great eye-attention value. Many 
men look at the signature of a letter 
first to see whether it comes from an 
important or known individual. The 
eye naturally jumps to a P.S. after 
that signature. Some amateurs make 
the mistake in the P.S. of rephrasing 
the action closer. Don’t do it. Your 
P.S. should get the prospect’s atten 
tion . . . evoke his desire to read the 
entire letter. 

That, in brief, is the Egner mail 
order formula. You can’s go far wrong 
if you follow that formula. Of course, 
a mediocre selling idea, or sloppily 
written copy, will not be effective 
even if you used the formula. 

You can use the same formula in 
designing the accompanying circular 
or folder. You may not, in your lay- 
out, follow all of the elements in one 
two-three order. It may be necessary 
to design your folder with separate 
blocks for some of the elements. They 
may not follow in the one-two-three 
sequence, but basically each one of the 
nine elements can be included in your 
folder. It will be up to you to judge 
how much space is devoted to each 
element. Every case will be different. 

In this study of mail order, we can’t 
pretend to teach anyone how to write 
copy. That is for other books. Or 
experience. We can simply give guide 
posts. But before leaving this impor 
tant subject, and to supplement the 
Egner formula . . . I'd like to include 
here a summary of a more than ex 
cellent talk made by Bernie Mazel, 
of B. L. Mazel, Inc. (advertising), 7 
E. 44th St., New York 17, N. Y. 


THE REPORTER OF DIRECT MAIL ADVERTISING 





A summary of a talk made at a Direct Mail Day meeting in New York. 
it was presented in the August 1953 issue of THE REPORTER. This 
summary will supply you with the basic copy ideas of a very sound 
operator in the mail order field. 


THE COORDINATED 
APPROACH TO COPY 


By Bernard L. Mazel 


The real factor in the broader suc- 
cess or failure of the single piece of 
copy — of a mailing — of a cam- 
paign — or an entire enterprise — 
comes in what you might call the 
coordinated approach to copy. This is 
the creation of an integrated package 
that completely reflects in every way 
the product and the prospect. 

Copy doesn't exist by itself. Actual 
ly, the entire mailing is copy because 
every part of it, even the paper or the 
stamps, is talking to the prospect in 
the sense of creating an effect on him 
that will either influence him or fall 
flat. That’s why you just can’t un- 
thinkingly accept any formulas — 
whether of a letter plus circular — of 
headline — of color — of full fill-in 
or anything else. On the contrary, it’s 
a waste of time to write copy without 
first creating in your own mind a com 
pletely integrated approach — an over- 
riding merchandising idea that fully 
reflects your product and your pros 
pect and thus creates a sense of per 
sonal identification between the two. 
When you have created that approach, 
then you will find that your copy will 
almost write itself, the elements of the 
mailing will automatically fall into 
place and you will have a coordinated 
mailing piece whose results may sur 
prise you. 

The basic idea is to get a highly 
personal approach one that puts 
you on an entirely different footing 
with the recipient of your mail. The 
ideal contact is with your own cus 
tomers. However, too often in writ 
ing copy this is lost sight of. A cus 
tomer list should always be treated 
as something very special. A fill-in is 
not necessarily the answer to this. On 
many tests, | have seen “Dear Sub 
scriber” outpull a personal fill-in, 
probably because it establishes a con 
tact at once, even more than the name. 

A coordinated involves 
more than mere copy. It necessarily 
carries with it a type of merchandis- 
ing thinking which is fundamental to 
the creation of the most successful 


approach 
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campaigns and enterprises. This kind 
of creative approach radically changes 
the whole nature of your campaign, 
and completely changes the cost struc 
ture as well. 

The creation of what I would call a 
friends operation can completely 
change the character of a large part 
of your promotion. Just as your own 
customer is your best prospect, so 
names recommended by him are prob- 
ably your next best as they share his 
interests. 

The “friend” technique gives you 
a personal approach with your pros- 
pects — one that can characterize your 
entire letter; give you a reason for 
a special offer and virtually writes 
itself. It is usually best to keep the 
entire promotion package as simple 
and personal as possible. And prob 
ably it is best to leave out expensive 
printed material which might make 
your mailing look like general ad- 
vertising. 

There are many 
“friends operation” — such as depart 


variations of a 


ment stores mailing to customers, rec 
ommending subscriptions to magazines. 

Results depend upon the entire 
package. If the copy itself is written 
around the sense of urgency estab 
lished by the messenger, special de 
livery, first class or other device and 
the entire mailing itself reflects this 
sense of urgency, then the results will 
probably far outweigh the cost. Other 
wise, it is wasted. Not once in 10 
times have I ever seen first class mail 
outpull third class mail. In fact, for 
some reason third class usually does 
better. Why I don’t know. 

Further expansion of this type of 
thinking that shapes the entire pack 
age and establishes a community of 
thought between the mailer and the 
prospect is seen in the editorial ap- 
proach. 

The editorial approach dramatizes 
or gives a personality to the product 
(tangible or intangible) that is being 
sold. No matter what the approach, 
the important thing is that the copy 


Mailin 
Ligte’ 


This ONE Book Contains 
HUNDREDS of Lists! 

Imagine! One book containing the names and 
titles of over 40,000 key executives in 15,000 
industrial firms listed in 3 completely different 
sections: alphabetical, geographic, by prod- 
ucts sold. Each listing gives firm name, ad- 
dress, telephone, names and titles of key 
people, number of employees by sex 
Accurate up-to-date new edition just off the 
presses! Completely revised: lists 27,683 sep- 
arate revisions, including 2107 new industrial 
firms which opened shop in New Jersey dur- 
ing the past 18 months! 

Over 1200 pages crammed with encyclopedic 
information about New Jersey, 6th largest 
state in population and the Industrial Heart- 
land of the whole U.S.A.! There’s no other 
directory like it 

Used successfully by individual salesmen, 
small businessmen and top blue-chip com- 
panies alike. Now in its 54th year of pub- 


lication! 
NEW JERSEY 
INDUSTRIAL DIRECTORY 
1954-55 EDITION 


$2500 Send check or 


each ask us to bill you 


OUR AMAZING GUARANTEE! 


After 30 days, if you are not completely con- 
vinced this book will save you ten times its 
cost over next 2 years, return for full refund 


NEW JERSEY INDUSTRIAL DIRECTORY 
408-38th Street, Union City, NJ. 


better 
production 
brings 

better results 


There’s a best way to pro- 
duce direct mail. . . 

MASA members study the 
best, most effective, ways 
of production; support re- 
search and fact finding; 
share knowledge of im- 
proved methods. Their ob- 
ject is better results for you. 
When you try to “save” 
money with “cheap” pro- 
duction you tamper with re- 
sults. To check the effective- 
ness of your production 
source . . . Always say, 
“Are you MASA?” 


YOUR BEST SOURCE for: Creative di- 
rect mail campaigns, multigraphing, 
mimeographing, offset and letterpress 
printing, bindery, mailing service, mail- 
ing lists, etc. information about post- 
a! regulations and better direct mail 
results. 


For names of MASA 
members nearest you, write 


Mail Advertising 


Service Association 
18652 Fairfield Avenue 
Detroit 21, Michigan 





presents in concrete terms the benefit 
to the prospect. 

It is customary in mail order to give 
a money-back guarantee within a spe 
cified period of time, usually 10 days 
weeks. Actually, 
reason in the world why there can't be 


> 


to 2 there isnt a 


a years yuarantee or even more ( with 
in ABC 


lisher ) 


limitations if you are a pub 
This makes a very strong copy 
point the guarantee of retund after 
a year’s service or trial of self help 
book or other product and | can 
assure you that the percentage of cus 
tomers who take advantage ot this 
guarantee is microscopic, particularly 


in relation to the improved results 


received 

\ somewhat similar type of drama 
tization that puts an intangible in 
specific or concrete terms ts seen In 
the use of stamps pasted to the letter 
head representing certain value. This 
was used extensively by the Reader's 


Book 


paste s on a 


Digest and is being used by 
& & 


Clubs, one of which 
yroup of stamps, each one represent 
ing a book that may be received on 
a special otter. 

1 should add that 
throwing in membership cards or set 


automatically 


ting up plans or club groups does not 


work on anything and everything. 


Here again it is a case of being suited 
to the particular product and prospect 
ind lending itself to the creation of 
in integrated or coordinated mailing 
piece that effectively reflect this rela 
tionship. When it was tried in the in 
vestment field it did not work, prob 
ably because investors did not believe 
in the effectiveness of such groups or 
plans. However, it is possible to dram 
atize and individualize a service even 
in the investment field where so many 
made. The 


Value Line Investment Survey follows 


competitive claims are 
a practice of regularly publishing re 
recommendations as 


firm of 


sults of all its 
independent 
Accountants. This is 


audited by an 
Certified Public 
extremely effective in establishing a 
feeling of contidence among investors. 
It is an illustration of the importance 
of building a product based upon such 
unqgue stionable standards that it auto 
matically develops its effective appeals. 

It may look as if we have been 
straying pretty far afield that we 
talked more about formats, member 
ship cards, stamps, methods of deliv 
ery than about copy. But that is not 
true. As we have seen, copy doesn't 
exist by itself, and when you have 
created that package that completely 


reflects your product in a fully inte- 


=Gr7agl a-TMarrc., 


A NECESSITY IN MODERN BUSINESS —— 





Here’s Another 


Way To Save Money! 


Wherever stapling is done 
your office ... lant .. 


or p ° 
STAPL-A-MATIC will do it faster, 


better, more economically! 


STAPL-A-MATIC — stapling 


effortiess ... uniform .. . quiet 
...fool-proof! No more lost hours 
“banging away” at old fashioned 
staplers. 


it’s Portable — 
where. 


Instantaneows ...no set speed 
or timing cycle. 


Pays for itself in no time — 


plugs in any- 


The Automoatic Electric Stapler 





grated approach, then you will have a 
coordinated mailing piece. 


How should you prepare the 
copy for your mail order piece?: 


Here is some simple advice about 
Don’t trv 
folder 
from the first line down to the last. 


writing mail order copy. 
to write your letter or your 


If you use Frank Egner’s nine point 
formula, or any other formula, work 
with a labeled 
sheets of paper. It might help you to 


write the definition part first. Write on 


number of separate 


one sheet of paper (marked “descrip 
tion”) a complete and clear descrip 
tion of your product or service. That 
will clarify your own thinking. It will 
show you exactly what you are trying 
to sell. You may decide to write your 
action copy next. Your last final para 
graph where you push for immediate 
action. 

Earle Buckley of Philadelphia, author 
ot How to Sell by Mail, and a suc 
cesstul mail order writer in his own 
right, claims that he always writes his 
headline first. Says he cannot get into 
clear thinking without knowing his 
headline. He builds his letter around 
the headline. But Earle seems to be 
an exception. Most of the mail order 
experts | know tackle the order form, 
the action copy, the description, the 
testimonials, or some other element 
first. The headline seems to come out 
of the copy written for one of the other 
elements. 

Some people have claimed that writ- 
ing copy by the piecemeal method is 
inclined to be rarnbling and lack co 
hesion. But that is not true. And that 
is another argument for the effective 
ness of formulas. By following a for 
mula, you can write about any element 
in the formula. And when you piece 
all the elements together, you'll get a 
finished product which reads smoothly. 


SUGGESTION FOR GROUP STUDY 


If you are studying mail order as a 
group within an organization, or as a 
clinic or classroom project, here is the 
place for an interesting group experi 
ment. We have conducted such an ex 


9) 


cuts costs up to 7O% or more. . 
periment with our personal classes. It 


was always a high point of the whole 
program. Here’s the way to do it: 


THE <S7ag/ex co. 


773 Fiteh Avenue + Brookiyn 32, N. Y. 
Just Insert the Work 


Twe Hands de Much More Have the group select a hypothetical 


Write for literature 
product or a service. Let the members 


es 
THE STAPLEX CO. 773 Filth Ave., Brooklyn 32, N.Y. 





ol the group make suggestions an 
Gentlemen 5 f BS d 
Please send me more information about your then have the majority vote on the 

STAPL-A-MATIC. . . 

[) Please arrange for a no-obligation demonstration. product or service to be adv ertised. 
Give the product or service a name. 
Be sure that the product selected is 
suitable for mail order selling. Follow 
the rules given in earlier parts of this 


NAME 
COMPANY 
ADDRESS 


Uses Standard Size Staples 
Reloads in Seconds 
Ne Parts te Remeve 


THE REPORTER OF DIRECT MAIL ADVERTISING 





section. Take Egner’s nine point tor 
mula. In this case, do not jump around 
too much. Follow the formula from 
the first element on down. Except that 
in building a hypothetical product and 
getting it fixed in the minds of the 
members of the group, you should pos 
element three 


write or discuss 


That is, the 


sibly 
tirst. definition of the 
product. 

Sut from there on, take each of the 
elements in their proper order. Have 
the members of the group make sug 
letter is 


to be written and presented. If the 


gestions for how the sales 
discussion is handled seriously and in 


telligently, you'll be surprised how 
good the final copy will be. 

Get all the suggestions from mem 
group for the headline. 
it will be a statement 
headline. Be sure to 
eliminate the smart-aleck, wisecrack 
Remember that the flip 


phrases usually flop. But a clever head 


bers of the 
Decide whether 
or a question 
headings. 


line that is accurately descriptive 1s 
effective. There will be plenty of argu 
ments. Put suggestions on blackboard. 
Then get When _ the 


group is completely satisfied with the 


majority vote. 
headline, then jump to the next sec 
tion, the inspirational lead-in. Try to 
dramatize the offer. Amplify the 
headline. 

Next, what are you going to use for 
the success story? If it’s a new pro 
duct, you'll have to build up an ap 
preciation for it by describing pre 
liminary research which resulted in the 
final product. Build up acceptance for 
it by some story of success. Following 
that, go into testimonials. Of course, 
on a hypothetical product you'll have 
to manufacture a few testimonials. But 
remember, they must sound authentic. 
Testimonials must never sound phony. 
They must be convincing. 

Next, tackle the statement of value. 
What is the particular point about 
this product or service which is of 
utmost importance to the prospect? 
What is the special feature about it 
which should be emphasized above all 
others? Then go into the action copy. 
Will you guarantee the product? Will 
you offer a premium? Will there be 
some special inducement for buying 
it now, or what? Will you build con 
tidence in the buyer’s mind by ofter 
ing a return privilege? 

Before the discussion closes, you ll 
want to consider a P.S. and then you 
many want to discuss other features of 
the campaign. Will you try to time 
your mailing so that it reaches pros 
pects during a certain period, or on 
special days of the week? Of course, 
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that is difficult in these days otf post 
office delay. It's sometimes nearly im 
possible to anticipate time ot arrival 
of your mailing. But most mail order 
people try to avoid reaching the pros 
Monday. 


final 


pect on a Saturday or a 

Check back on 
paragraph. Have you avoided asking 
a question in that last paragraph? Mail 


your action 


order people are generally skeptical ol 
a question ending. Just seems to bx 
\ direct 


work better. 


psychologically bad. demand 


for action seems to 
(But 


Your copy should be checked ayvaln. 


there are exceptions. ) 


Is it believable? Is it sincere? Is it con 
vincing? Don’t underrate the shrewd 


ness of your audience. If you are in 


Sincere Im your copy, that insincerity 


will always come out. Be sure your 


copy is plain and simple. Remember 
that a mail order letter has no editorial 
pages, no associated advertising to give 
it acceptance. It must stand on its own 
and it comes to the prospect absolutely 
cold. Theretore, believability and sin 
cerity are specially important in a mail 
order piece. 
When all of the above suggestions 
have been accomplished . . . read the 
final letter. It should be smooth. 
Another 


Have the 


suggestion for group dis 


cussion: members of your 


group make a collection ot current 
mail order. The mails are full of them. 
Have or two 
current pieces. Analyze these pieces by 


with the 


your group select one 


comparing them critically 
nine point formula given here. Let the 
group discuss the headline. Is it the 
right headline? Could there be a bet 
ter headline? Then discuss the inspira 
tional lead-in. The description of the 
product. The success story. The testi 
The 
value. The action closer. 
What elements have 
Would the 
improved if these elements had been 


adde d, 


( ompare the 


monials. The special features. 
Statement ol 
Is there a P.S.? 
omitted / 


been letter be 


with the tolder 
Does the 


letter 


or circular enclosed. folder 
same general 
the letter? What's the difference be 
tween them? Has the folder followed 


the tormula? What elements are miss 


follow the pattern as 


ing? 

Do you see what I mean? By criti 
cally analyzing the work of others, you 
will be able to develop your own skill 
in following the formulas. 

In these discussion groups, or in in 
dividual study, you are bound to have 
a lot of questions. And that will be 
the purpose of our next 
to show the importance of questioning. 
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Section IV 





THE IMPORTANCE 
OF QUESTIONING 


In section two of this study (page 
22), we were trying to get a simple 
definition of “the secret of success” 
in mail order work. The correct an 
swer seemed to be “marketing know 
how” or “sales mindedness.” But to 
those terms could be added . . . plus 
a questioning mind. 

All the successful mail operators I've 
known have been inveterate question 
ers. They have hit the highways and 
byways to find out all they possibly 
could about their own and competitive 
operations. The search is constant. 
There's no end to the questions or 
the answers. 

One mail orde: expert recently con 
fessed that he only spent one hour a 
day in actual work. All the rest of his 
time is consumed in reading, talking, 
comparing, questioning. 

So, to beginners 
to keep on asking, keep on digging 
for answers. You'll never learn all 
of them, but a questioning mind will 
keep you out of a lot of trouble. 

In this study, we cannot attempt 

questions which 
about mail order. 
pattern of 


our advice is 


to answer all the 
have been raised 
But we can give you a 
questioning, which may show at least 
part of the ramifications of the subject. 

Eliminating entirely the useless ques- 
tions of “how to find a product to 
sell” (see section three) most 
queries concerning mail order break- 
down into seven principal categories: 


1. Planning and copy ideas 
2. Formats 

3. Lists 

4. Testing 

5. Supplies or materials 

6. Controls 

7. Maintenance 


We'll attempt to highlight some of 
the answers or information sources on 


each. But we warn you again not to 
believe everything you read or hear. 
Answers which apply to one particular 
business may not apply to yours. 


PLANNING AND 
COPY IDEAS Best bet here is 


to be a natural-born writer and plan- 
ner. Then you won't need any help. 
But ideas of others are always stim- 
ulating. So read books and best articles 
available (usually found in The Re- 
porter). 

So many articles have been written, 
so many speeches made on the subject 
of copy . that it seems nearly use- 
less to try to digest them. We gave you 
the fundamentals in section three. 
Build for yourself a file of copy ideas 
which seem adaptable to your own 
business. 

To show you how the experts some- 
times differ . . . we'll give you a few 
quotes from answers to questions on 


copy. 


Howard 
Dana 
Shaw Your product can 


be good, your list can be good, your 
offer can be good; you can write a 
powerful letter. But if your letter lacks 
the “hurry-up,” it probably won't work 
nearly as well as it should. Asking for 
action is not enough. You must force 
action by means of a deadline and a 
penalty. You must sell and convince. 
You must ask action, and button it up 
by giving explicit directions . . . tell 
him what and how. Give him some 
logical reason why he must do what 
you tell him to immediately. Don’t 


wait a single day. It will cost you 
money if you do. Start right now to 
build an ironclad “hurry-up” into your 
next otter. 


Larry 


Brettner An analysis of 
some 300 different mailings, includ- 
ing pieces from trade papers, mass 
magazine publishers, book publishers, 
business services, insurance companies, 
fund raisers and tangible products-by- 
mail . . . shows the letter pressure 
point is going to burst many a direct 
mail business artery. Two hundred 
and fifty of these letters suffered from 
high-pressure; 25 letters were nearly 
normal; and 25 were low-pressuze. A 
quick, and confidential, phone mail 
survey of the last 25 letters obtained 
admissions of success tested against 
high-pressure tactics. Twenty-five out 
of 300! No wonder the direct mail 
buying public is wiser than we think. 
All the phony leads, gimm‘cks, gad 
gets, insincerities, make for the deadly 
two-foot drop into the basket. The 
truth might pay out handsomely for 
some daredevilish mailer if he had 
the nerve to try it out and buck the 
tide of high letter pressure. 


Boyce 

Morgan It isn’t easy to 
write fresh sounding direct mail copy, 
particularly when that copy is designed 
to bring back an order. For you are 
writing pretty much to a formula, not 
because you want to, or are too lazy to 
do otherwise, but simply because 
you've learned that the formula works. 
“Send no money now” .. . “We 
urge you to act at once” ... “May 
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we send you with our compliments” 
: “By taking advantage of this 
special offer” ... “For a limited time 
only” .. . “All you need do” 
“Entirely without obligation” P 
“You'll be amazed at.” Direct mail 
jargon. Mail order mumbo jumbo. Per 
fectly good words and phrases that 
have been battered and beaten by over 
use almost into insensibility. What can 
we do about it? Certainly we should 
do something about it. Let’s refuse to 
accept the idea that just because we 
must write more or less to formula to 
produce results, we must use the same 
old words and phrases over and over 
again. Use any of the formulas you 
choose, or all of them. Write once 
more about the same old product, with 
the same offer and the same terms. 
You can still make your letter sound 
and you can still do it with 
out getting fancy and resorting to 
seventy-five cent words and five dol- 


tresh... 


lar phrases. 


William 

Baring-Gould I wonder it a 
rather large part of the American pub 
lic that buys by mail isn’t getting just 
a little bit fed up with being attracted, 
interested, aroused and activated in 
the same way. We are never going to 
better copy, those better 
better | mean more 


write that 
letters (and by 


resultful), until you and I, and every 
one of us, set out to break a few more 
of those “laws” that might better be 
called strait jackets on the creative 
imagination. Let’s not break all the 
laws, of course. But as for the ones 
we do break . . . let’s not just break 
them, let’s fracture them! 


William C. 
McGrew You can’t wear a 


person down or urge him into sub 
scribing to a magazine when you are 
soliciting by mail. If he accepts your 
subscription offer, he does so because 
he is genuinely interested in what you 
have to sell. 


Ferd 


Nauheim The idea that only 
individually typed, personalized letters 
get results is six feet under the ground. 
Letters that start off with command 
ing intriguing captions, or captions 
that promise benefits, do as well, some 
times better, in many cases. The mil- 
lions of successful letters Life sends 
out each year use benefit captions in 
stead of personalization. 


Sande 
Rocke How do you guar- 


antee a man’s attention beyond the 
opener? You flatter him by showing 
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Power of Words 


How to Think About Letters 


How you can Make More Money Whitt N. Schultz 
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you mean him, nobody but. You per 
sonalize your mailing. You call him 
by his name. Conspicuously. The one 
thing right with direct mail, with mail 
order, is personalizing. Personalizing 
guarantees a man’s attention, his in 
terested attention. What more could 
you ask if you've got a good offer and 
your dist is right? 


Tom 
Hall Any time you get 


an idea that works, don’t change it. 
Let it alone. Don’t spoil it. It works! 
Think and act positively and results 
will be positive. Make it simple. It 
can't be too simple. 


Thomas J. 
McElroy Copy good, 


old fashioned, honest sales copy . . . 
is the indispensable and still essential 
basis for successful mail selling. Force 
ful, earnest selling copy is the key. 
Sincerity is the keynote. Don’t try to 
be funny, clever, smart . . . if you 
have a good product, or a good serv 
ice, and have the right list. Just tell it 
to the prospect as if you were sitting 
across the table from him. You'll make 
both sales, friends and new customers. 


Merral 


Fox It has been proved 
thousands of times that you can make 
the American public smile or laugh 
while telling them your advertising 
story. Research for over 25 years has 
also proved that an ad with a good 
humorous touch will get anywhere 
from two to ten times the readership 
that a standard ad receives. If you 
want to double, triple, or quad-triple 
the readers of the ads you write, try 
a dash of humor. If advertising’s first 
job is to get the ad read... try 
humor. The funny thing about it is 
that it brings results. 


John and 
Bill Yeck Your copy must 


be understood by the people you're 
trying to sell. The most common error 
is to overestimate the knowledge and 
underestimate the intelligence of an 
audience. Your audience for any given 
piece of copy is not the number of 
people who are exposed to it, but the 
number of real prospects who read it 
and understand it. Only these people 
will be pulled your way by it. 





Claude 
Hopkins To many, lan 


guage and style are not considered im 
portant. They are not. If fine writing 
is effective in any way, it is a detri 
ment. It suggests an effort to sell. And 
every ettort to sell creates correspond 


ing resistance. 


John and 
Bill Yeck If you can show 


how your product answers the basic 
needs of an individual (such things as 
hunger, fear, love, personal comfort, 
etc.), or the basic needs of a business 
(make money, improve personnel rela 
tions, save money, etc.), you promote 
Know your problem. 
Then 


“believability” 


Know your facts. write, sin 
cerely, trom your customers’ point of 


view. 


William M. 
Proft It is not 


necessary (when preparing fund rais 


always 


ing copy) to create something entire 
ly new when you prepare copy. Some 
times the use ot your imagination, and 
the putting together of a little research, 
will produce tar more effective copy 
than you could write yourself. 


A. M. 
Andersen A widespread no 


tion about mail advertising is that 
sales letters should always be short. 
Never more than one page. On the 
other hand, there are the “long letter” 
men who insist that mailings should 
run to a couple of pages. But they are 
tar outnumbered by “short letter” ad 
vocates. Sales letters should be long 
enough to do the selling job. If the 
job is a simple one, the letter may con 
tain only a paragraph or two. If it is 
complex, the letter may have to have 
two, or even three, pages. The point 
is, the letter will not persuade, even 
the man who is willing to read it, if 
it does not tell all that he needs to 
know. Another annoying notion about 
direct mail is that every mailing should 
“hit the recipient between the eyes.” 
Chis notion is held by what may be 
called the school of copy 
writers. They hold that 
tixed to the letter (some men stay up 
nights trying to concoct a new gim 
mick) is guaranteed to arouse instant 
and consuming curiosity. We, at Don 
nelley’s, admire real cleverness as much 


“clever” 


a gadget af 


as anybody and we have used gadgets, 


54 


novel fill-ins and other devices for at 
tention getting purposes. But we are 
sull not members of the “clever” 
school. We “workmanlike” 
mailing to a clever one. 


preter a 


Paul 

Bringe 
ginning, we thought of a piece of mail 
as a salesman and not as advertising. 
Every piece of mail we send out must 
tell the complete story of our product. 
It must do more than this. It must 


From the very be 


anticipate the questions a prospect will 
ask and answer them in advance. A 
piece of mail cannot atford to miss 
any selling fact, because it has only a 
few short moments of a reader's at 
tention. During those few moments, 
it must get the prospect's attention and 
interest, and must ask him for the 
order as often as possible. It must be 
careful not to offend any of his pre 
judices; it must be scrupulously honest; 
and above all, it must be believable. 
I don’t think any of us has ever known 
a salesman with all of these qualitica 
tions. Yet your piece of mail can be 
a perfect salesman, and you can dupli 
cate him as fast as a printing press can 
turn. 


John T. 
McKenzie Here are John’s 


13 rules for making selling mailings 
more ettective 
1. Chauge style ot your copy 


> 


2. Change the form of your mailings 
3. Clean your mailing lists regularly 
1. Try various methods of stamping en 
velopes 
Use your good pullers over and over 
again 
Change size of your envelopes. 
Change the color of your printing ink. 
Experiment a bit with the timing of 
your mautlings 
Make your copy specific, 
interesting 


factual and 


Combine the greed and fear appeal (pos 
sibility of profits, avoidance of possible 
losses ) 

Talk directly to the prospect in a human, 
enthusiastic manner. Do not preach to 
him. Talk his language 

Help your reader solve his problem by 
giving him useful information, helpful 
ideas 

Determine the length of your copy by 
your sales story, not by any arbitrary 
ideas of the relative merits of long and 


short copy 


Leonard J. 
Raymond Instead of going 


outside for answers on result-getting 
methods and techniques in direct mail, 
it is better to study the material that 


experience has shown produces results. 
We know that if you want action, use 
letters. Nothing in our experience 
equal sales letters in effectiveness, read 
ership, response and overall results. 
We have found that oftentimes an 
identical repeat mailing will produce 
as high, or higher, response than an 
original mailing. Copy can be any 
length that is adequate to cover the 
facts you need to get across. Three 
or four-page letters often outpull one 
or two pages, but not always. We 
know that for some crazy reason, col 
ored reply cards and forms seem to 
improve These are random 
examples of the fragmentary things 
that one learns as a practitioner of di 


results. 


rect advertising — rules, standards, 
copy slants and angles that work and 
spell resu!ts. Now that you have heard 
them, please take particular pains to 
forget them. Because the surest fact 
about direct mail is that you can’t 
trust a rule or theory for longer than 
five minutes, and you can’t apply it 
across the board. Someone else with a 
different product or service, or a dif 
ferent market, will find that an entire 
ly different set of rules apply. The 
whole science of direct mail is one of 
trial and error. 


Discussions of copy and planning 
could (and do) go on forever. Keep 
your eyes open for the ideas which 
will help you the most. And since the 
experts disagree you have a nor 
mal right to disagree. 


QUESTIONS RELATING 
TO FORMATS Actually, formats 


and supplies (or materials) can be con- 


sidered under one heading. Here, too, 
the questions are unending. The an 
swers inconclusive depending on 
which group of businesses is relevant. 

But here is a quick roundup of some 
of the most “popular” questions and 


answer®rs: 


QUESTION: Are booklets preferable 
to folders? 


Frank 


Egner Generally, no. Yet 
there are places where the booklet 
should be used. For recipes. For direc 
tions. On uses of the product. Where 
a central theme can be given, the book 
let is a very valuable agent . . . but 
as a regular circular for a mail order 
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campaign it is weak, because the pros 
pect must turn many pages before he 
gets a sizable slice of the sales story. 


QUESTION: Are long sales letters 
preferable to short ones in mail 
order? 


Frank 
Egner There is no doubt 


but that a short letter is the perfect let 
ter. We all would much rather read 
four lines than two pages, but the 
mail order story has to be complete. 
It has to answer all the questions that 
might occur in the prospect’s mind, 
and we can’t do it in a short letter. I 
have no fear of long letters just so 
they keep the prospect's interest. 


Tom 
McElroy The answer as to 


how long a letter should be is about 
the same as the answer to “how high 
is up?” My experience is that it pays 
to say what you have to say in the 
briefest possible way and let that be 
the length of your letter whether 
it be one paragraph or one page, or 
several pages. I have known long let 
ters to outpull short letters. And I’ve 
known short letters to outpull long 
ones. The short-letter-vers-1s-long-letter 
controversy will never end in mail sell 
ing. But when you make your own 
tests and then are guided by the results 
of those tests, you will soon discover 


your own answer. 


Larry 
Chait 


violated most of the rules, or so-called 
rules, about long letters and formats. 
I didn’t try to follow the usual for 
mulas . . . but mailed a six-page, story 
telling letter without any accompany 
ing folder and with simply a return 
subscription card. The letter was very 
effective . . . but it was, of course, 
more costly than the usual format. To 
make it pay, it was necessary to re 
ceive more than usual returns. 


Sometime ago I 


Marian 
Armstrong It 


1 or 2 pages for Life. 
2 pages for Time. 


3 or more pages for Fortune. 


works out: 


QUESTION: With a two-page, mail 
order letter, would you print the 


APRIL, 1954 


second page on the reverse side of 
the page or would you use two 
separate sheets? 


Tom 
McElroy For the 


page, I would use the reverse side of 
the first page, rather than use two 
separate sheets of paper. 

If the message holds the reader's at 
tention to the bottom of the first page, 
it is immaterial to the reader whether 
the continued message 1s ON a separate 
sheet or on the reverse side of a single 


second 


sheet. 
(Editor's Note: This question 1s discussed at 
nearly every mail order gathering. Opinions 
vary. Sometimes it works best with letters 
printed on both sides. No one knows for 
sure.) 


QUESTION: Is the letter-circular- 
order blank-return envelope format 
the only effective format? 


Edith 
Walker For the Book-ot 


the-Month Club, a letter, a circular 
and a business reply card is the best 
combination. An extra slip explaining 
the possibility of a member receiving 
an invitation is justified to eliminate 
complaint letters from members. If the 
circular describing the free book is 
heavy, an extra enclosure on “How the 
Club Operates” is added. 

Personalization, stunts, pop-ups and 
die-cuts work sometimes. An attractive 
illustrated four-color envelope justifies 
its extra cost, 


Earle 
Buckley A letter, folder 


and order form will outpull a circular 
and order form. 


Orville 
Reed I use a postal card 


house organ to sell my __ services. 
And my postal card house organ has 
been mailed every month since May 
of 1940, 

I have made a 
postal card house organ. I'm making 
it work for a wide range of diversified 
businesses, all with one objective in 
view — to sell these companies to their 


profession of the 


prospects and customers. 

Always remember that “people buy 
from people” and that a small organ 
ization can put its sales appeal on a 
much more “personal” basis than the 
large organization which, for some 


reason or other, as it gets large gets 
cold, reserved, and_talks “at” a pros 
pect instead of “to” him. 


Joe 
Russakoff The simplest type 


of mailing is the U.S. postal card. 
This lowly mailing piece packs a 
powerful selling punch when used 
properly with good copy, a sales mes 
sage, a specific offer, printed or even 
individually typed and sent to a list 
that can use the product or service 
Most of us are prone to overlook or 
forget the postal card . . . and that’s 
a serious mistake. It can and will do 
an advertising job, probably at lower 
cost than anything else. It can be used 
for a list of one or to as high as you 
want to go. The copy and art need not 
be fancy, need not compete with the 
elaborate jobs turned out by bigger 
houses. In fact, for most purposes, the 
simpler, plainer, clearer, the better. 


QUESTION: Is it possible to use 
circulars alone, without letters, in 
selling by mail? 


Tom 
McElroy I 


mail a circular by itself. And if I had 
to hold the cost down and. had to de 
cide whether I would use a letter or 
a crrcular, I definitely wou!d eliminate 
the circular. In other words, in selling 
by mail a letter is absolutely essential. 

Occasionally a mailer will say the 
letter alone out-pulled the circular, or 
that a circular alone out-pulled a cir 
cular and letter. But this never has 
been my experience. 

Too much repetition is not possible 
in selling by mail. A letter, it seems 
to me, is a handshake and an intro 
duction with the outstanding sales 
points . . . while a circular, of course, 
is the additional opportunity of elab 
orating on the selling points with il 
lustrations, descriptions, graphs and 
forceful display. 


would never 


Frank 
Egner The letter and 


circular together outpull the circular 
alone or the letter alone. 


Larry 
Chait It is very danger 


ous to generalize about specific com 
ponents as divorced from the entire 
mailing package. In other words, a 
specific folder may do very well in 
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a specific letter and 
a specific 
business reply envelope, when they are 
When you take them 
apart and try to use your specific ex 


conjunction with 
a specific order form and 


all combined 


periment to generalize you are asking 
tor trouble. 


Bob 
Collier As a 


thing, your letter will account for 65% 
to 75° of the orders you get. Your 
circular will account for 15% to 25% 


general 


and your order form 5% to 10%. 


QUESTION: Does it pay to fill in 
the name of the recipient in a sales 
letter? 


Tom 
McElroy Unless a fill-in on 


a form letter is done with extreme 
care and efficiency, in order to make 
as nearly as possible a correct match, 
the fill-in does more harm than good. 
Chat is my own experience covering 
a good many years. It is tar better to 
omit the fill-in on a torm letter en 
tirely than to use a poor fill-in. A 
brushed in fill-in or a heavy ink head 
ing sometimes will work. Methods 
such as this are effective in spots only, 
however. And thus such methods 
should be watched caretully, according 


to my experience, 


Earle 
Buckley 


graphed letters, unless perfectly filled 


Filled-in, multi 


in, can’t be expected to produce more 
than multigraphed letters with a strong 
headline. On the contrary, the latter, 
though costing less, might easily pull 
in more orders. 

Electrically typewritten 
pay tor themselves in extra returns only 
if full advantage is taken of the per 
sonalizing feature. 


letters will 


QUESTION: What is the best meth- 
od of addressing? 


Edith 
Walker The Club prefers 


stencil or typewriting. There is no ob 
jection to good handwriting. The use 
ot a label on an attractive envelope is 
not desirable. Actually, labels are 
looked upon with suspicion because 
uch names aren’t maintained well by 
the list owners. Label lists are big 


lists not buyers — usually radio or 
inquiry names. It is our impression 
that if excellent quality names were 
placed on labels that the result 
wouldn't be much better or worse than 
typewriting or stencil addressing. 


Marian 


Armstrong Typing or stencil 
(if the code numbers are omitted). 
Labels are objectionable. They usually 
represent cheap lists. They are fre 
quently blurred and have a tendency 
to be affixed in a sloppy manner. 
Good handwriting seems to be a lost 
art. In our case, anyway, we prefer 
typing or good stencil addressing. 

(Editor's Note: The Direct Mail Advertising 
Association will have available soon a Re- 


search Committee report on all addressing sys- 


tems. Price: $5.00 to non-members.) 


QUESTION: What about color in 
mail order selling? 


Tom 
McElroy 


color letter may outpull a two-color 
letter. But I have found that in 99 
cases out of 100, a second color cer 
tainiy~"pays tor itselt if used correctly. 
A second color in the letterhead tends 
to make it more attractive and thus it 
invites which is the first 
essential in selling by the printed word. 


attention, 


When a two-color letterhead is used, 
it obviously is sensible to utilize the 
second color in the body of the letter 
for subheads or for other outstanding 
messages. 

Personally, | do this whenever pos 
sible. My advice, however, is never to 
take the other fellow’s experience in 
this respect but to make your own tests 
and be guided by the resuits. 


Earle 
Buckley A two-color folder 


will produce better than a one color. 
Two-color multigraphing will gener- 
ally outpull the conventional one color. 

Color tests on postage stamps (using 
postage meter, third-class stamping) 
will show the following order of pro 
ductivity: purple, red, brown, blue, 


black. 


QUESTION: Are there “best colors” 
to use for letterheads, circulars, 
order forms and reply envelopes 
in selling by mail? 


Occasionally a one- 





Tom 
McElroy In my experience 


there are no such things as best colors. 
Many mail sellers believe so but | 
don’t. If you find, for example, that 
pink is your best color today, tomor 
row you might very well discover that 
blue or green or yellow is better. | 
think it is a lot like having the auto 
mobile salesman tell you a black car 
rides better than a red one. My own 
prescription is this: Just remember to 
contrast the colors in your mailing 
package and forget what colors they 
happen to be. 

(Editor’s Note: Most tests of color have 
proved unreliable, except . . . as Leonard 
Raymond says For some crazy reason 
colored post cards seem to work better than 
white.’’) 


QUESTION: What about the reply 
device, order form? 


Lewis 
Kleid 


reply device is to bring back an ordei 
prospect. The 


The mission of the 


or inquiry trom the 
reply card or torm should therefore be 
easy to understand, simple to sign and 
convenient to return. Here are some 
peints to observe: 


The offer should be restated 

The price and terms should be clear 

The product or service should be visualize: 

poss, ble 

The guarantee should appear on the 
form. Ordinarily the 
required to detach forms or furnish postage 


sender should not be 


uldress on the 
makes it too 
easy" tor the sender and he doesn’t remember 
A device, 


me” orders is the notation 


Filling in the name and 


card or order form sometimes 


having seen it particularly on “bill 


initial here. 


4 business reply envelope 1s preferable to 


a reply card when the nature of the offer 


might be an embarrassment if known to 


others 


Earle 
Buckley 


velopes and order blanks will almost 
invariably outpull business reply cards, 
whether a stamp is affixed or not. 

A plain order form will generally 
come back as readily as one filled in 
with the prospect’s name and address. 


(Editor's Note: 


Business reply en 


Concensus of opimen: It 
doesn't pay to put actual stamps on return 
envelopes. The old rule: “Where action re 
quested involves the immediate expenditure 
of moncy, stamped return envelopes do not 
increase returns.” But the rule has been dis- 
proved by certain charity organizations.) 


QUESTION: Are air mail reply cards 
better than ordinary reply cards? 
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Edith 
Walker In the beginning, 


the air mail device was new, impres 
sive and gave the recipient a feeling 
of urgency. But constant use has taken 
away much of its advantage. 


Earle 
Buckley Air mail reply 


cards probably won't produce a sut- 
ficiently higher return to make their 
use worth while. 


Marian 
Armstrong 


in with the copy 
magazine 


Air mail cards tie 
used in selling a 
news and always bring 


higher returns. 


Lewis 
Kleid Air mail reply 


forms are sometimes justified where 
the unit of sale is large and where the 
psychological benefit of the colorful 
and more expensive appearance is de 
sired. Otherwise their use should be 
limited to offers which are of a time 
ly or urgent nature. 


QUESTION: Is it essential to have 
the order form on a separate sheet 
or would it be better to put the 
form at the bottom of the letter? 


Most of the experts agree that the 
separate order form is best. Some have 
found that even though an order form 
or a check-off form is included at the 
bottom of the letter it helps re 
sults to include a separate order form 
as well. 

Along this same line, most experts 
agree that it does not pay to fill in 
the prospect’s name and address on 
the order form. Some tests have shown 
a slight increase in returns but not 
enough to outweigh the additional 
cost. But a fill-in on the order form 
does help a lot in taking care of the 
orders received. [t is easy to check 
and record the name and address. 

Incidentally, most experts have found 
that it pays to use colored stock for 
the order form. Some color which con 
trasts with the letter. Some people 
have found that it pays to use more 
than one color of ink on the order 
form. But sometimes the expense is a 
barrier. 
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QUESTION: Which is better — post- 
age stamps, meter, or printed in- 
dicia? 


Edith 
Walker It doesn’t make 


any difference! Whichever is cheapest! 


Marian 
Armstrong We use a Third 


class printed indicia for Time and 
Life, First Class or Air Mail for For- 
tune. We also use commemorative 
stamps when available. 

(Editor’s Note: Most of the experts agree that 
3rd class permit indicia today pulls as well 
as first class. At least, it pays off better.) 

* * * 


And so it goes. The questions are 
unending. Those who have been in the 
business a long time know the an- 
so far as their own business 
is concerned. They have adopted a 
pattern which came about as the re- 
sult of many tests. 


swers... 


For instance, McGraw-Hill Book 
Company violates some of the ac 
cepted format formulas but all 
are the results of testing over twenty 
or thirty years. Most of the time, they 
use plain outgoing envelopes without 
a corner card. Circulars are plain, 
printed in black without a _ second 
color. Multiple offers instead of one 
single appeal. 

So .. . don’t let the 
fuse you. You must find your own 


experts con- 


“best” formats. 


QUESTIONS RELATING 
TO LISTS 
AND TESTING These two sub 


jects should be grouped together, for 
they are inseparably related. How can 
you get all the answers to list prob 
lems? 


As stated previously, the Direct Mail 
Advertising Assn. has an authoritative 
research report on lists compil 
ing, buying, renting, etc. Members of 
the National Council of List Brokers 
(listed in each issue of The Reporter) 
can supply you with many helpful 
facts in their bulletins, booklets, news 
releases. Get on their lists. List com 
pilers such as Ponton, Industrial List, 
Dunhill, Polk, Advertisers Mailing 
Service, can supply you with catalogs 
with accompanying lore of the list 
building business. It's a wide open 
field for questioning. Lists: the back 
bone of all mail order work. And it 


all boils down to testing. The most 
abused subject in mail order. 

Realize, first, that not all companies 
using mail order can test . . . although 
the experts will tell you to fest, test, 
test. An industrial advertiser using 
mail order techniques cannot usually 
test. He can experiment, but the ex 
periments can only frame techniques 
for future pieces. 

Let’s review some of the opinions 
on testing. One of the best opinions, 
labeled The Fallacy of Fallacious Test 
ing, came from Max Sackheim in a 
speech he made at New York’s Hun 
dred Million Club in 1949: 


Max 
Sackheim 


40 years of pushing an advertising 
pencil, of scheming schemes, of jug 
gling words and thoughts after all 
these years of testing, mailing, and 
analyzing — I have come to the con 
clusion that mail order people gener 
ally are addicted to the insidious habit 
ol overtesting. 


After more than 


So serious is this disease that, where 
it exists in its most pernicious form, 
the unsuspecting victim loses his ability 
to think for himself, to judge, to make 
decisions, to act. His muscles of cour 
age become atrophied and his power 
of discrimination calcifies. He believes 
the easy way out of any selling problem 
is to test. Why think when it is so 
easy to get tie correct answer by mail 
ing a couple of thousand or by run 
ning an ad or two? 

But — is testing the key to personal 
success; or may it not, like fire, be a 
good thing only if there isn’t too much 
of it? If every test could be safely pro 
jected, much of the fallacy of testing 
would be eliminated. But we all know 
how much difference there can be be 
tween the result of a test and the re 
sult of 
result of a single ad or a campaign! 
Too many things can happen in these 
fast-moving times to destroy the pro 
jection of a test. Within the span of 
a season, a month, or even a week, 


a mailing — or between the 


marked economic, competitive, or psy 
chological changes can take place, and 
when they do . 
pectations. And the element of el: psed 


. blooie go your ex 


time is only one of the dangers. 

I have known of campaigns based 
on the results of a 200 test mailing 
of weighty decision arrived at by vir 
tue of an infinitesimal difference of 
results between the use of two half 
cent stamps instead of metered mail, 
between colored envelopes and white, 
between No. 10 envelopes and No. 6. 
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You would think, after so many years 
of recorded experience, we would have 
learned that tests do not always tell 
the whole truth that we will never 
completely formularize advertising as 
long as there are changes in the weath 
er, in world conditions, in domestic 
affairs, and even in local conditions 
from month to month and from week 
to week. That we will never be able 
to project a test with absolute assur 
ance that the final result will be true 
to our original projection as long as 
an interval of time elapses between 
our test and our campaign. 

1 am not arguing against testing, 


but against fallacious testing; and 


against taulty, interpretations ot tests. 
| object to tests which determine the 
best day of the week on which to mail; 
to tests which are intended to prove 
whether a price of $1.98 is better than 
$1.99: to tests of half a dozen or more 
slightly different letters; and to tests 
of 500, or even 1,000, to determine 
proposition or a list 1s 
a large 


whether a 
worth going ahead with on 
scale. Tests that tell you nothing or 
actually mislead you are worse than 
none. Divide any list into units of 
1.000 and after the results are in, check 
the percentages of orders against each 
of those units. You'll be startled by the 
difference between your “best” thou 
sand and your “worst”. 

The cure for indiscriminate testing 
is judgment. Disregard, ruthlessly and 
boldly, and without regret or reserva 
tion, any idea that you are not con 
fident has a chance to pay. Don't toy 
with “fringe” or “lunatic” ideas that 
you would disregard at once if they 
came out of someone else’s head, or if 
their cost came out of your pocket. The 
reason for failure is not a lack of 
ideas, but a lack of discrimination in 
their use. You will never rise to the 
heights you dream about until your 


judgment becomes the master instead 


ot the slave of any testings you das 
for, in the final analysis, the end of 
testing is only the beginning of your 
real problem. 


One ot the best articles on the dan 
gers of testing was written by Howard 
Dana Shaw. It is part of his now re 
printed series, How to Think About 
Letters. We won't attempt to digest it 
here, but Howard shows how most 
tests are imaccurate .. . for one or 
both of the following reasons: (a) 
Test quantity not large enough. (b) 
More than one element tested at same 
time. 


Here are some additional opinions 
on testing: 


Tom 
McElroy Too many of us 


go too far afield to accomplish our 
objectives. We waste too much selling 
time on unnecessary testing. Our for- 
mula is time tested, so why not stick 
to it? . copy, layout, lists. You can 
embellish copy with all the trick de 
vices for attention . . . but it’s the 
copy that holds the interest, once you 
get the attention. And it’s the offer of 
a desirable and useful product or serv 
ice, sold through your copy to the 
selected audience or a group, that gets 
the satisfactory answer to any mail 
campaign; namely, sales and repeat 
orders of followup or new orders to 
repeat mailings on your tested list. 


Lester 
Langer I have 


found a way to test a Christmas cata 


never 


log at any time of the year except 
Christmas. We have tried so-called off 
season mailings to determine what 
mother lodes we could tap in the fall 
in a list way, and it has not worked 
out too well. In other words, some of 
the lists that look relatively good at 
a time of the year when everything is 
terrible, do not look relatively so good 
when used in season against other 
lists. From time to time, we have 
taken off-season mailings and we have 
tested, let us say 50 lists, trying to 
determine which of those 50 lists could 
be used substantially in the fall of the 
year. And also taking the top ten out 
of that 50 and using them in the fall 
of the year along with, let us say 
whatever number of other lists we 
would use in the fall anyway. We do 
not find, necessarily, that all ten of 
these will be even satisfactory. Some 
of them may be very, very poor. 


Bernard 
Mazel About the only 


thing I've ever seen you get out of 
a test is an indication that you would 
not be hurt too much by doing one 
thing that you intended to do anyway. 

Take the specific example of the 
Simon & Schuster Tax Handbook. 
Usually, you might say, June, July and 
August, or June and July, are very 
bad months. They are the deadest 
months of the year, in general, mail 
orderwise. And they are the deadest 
months taxwise, since you are through 
with March 15 and nobody is worried 
about new taxes, or anything else. 





However, since the book usually has 
to be sold throughout the fall, there 
have been some occasions in the past 
where, through various pressures, we 
have been forced to put cut a test in 
June or July and, strangely enough, 
we have gotten results which carried 
through all the way. I remember, a 
year or so ago they were considering 
raising the price of the $1 tax book, 
which had already been raised to 
$1.50. They were considering raising 
it to $1.95, since costs had gone up too 
high. Tests of prices in June and July, 
with a post card mailing to get a 
variation of the price (not an indica 
tion of the mailing), disclosed that 
the $1.95 price did not seem to hurt 
too much, if at all, and carried right 
through the fall. So I would say that 
regardless of what the seasonality of a 
thing is, you could test it at any time. 
Even if the season is bad tor testing, 
it takes a long time to sell what you 
are selling, and that is going to affect 
your results, relatively, in any event. 
I would say you could disregard sea 
son as far as testing anything is con 
cerned. It is all relevant. In fact, I 
would disregard season as far as any 
thing is concerned. 


Doug 
McCormick We cannot finda 


seasonal difference from one season to 
the next. It seeins to vary a lot with 
the general business conditions. If you 
tested in July last year, and your mail 
ings were fine, it is not a guarantee 
that your July mailings the following 
year will hold up. You really cannot 
draw any conclusion from one year 
to the next. So, by and large, we just 
mail throughout the year. Several 
years ago, we made some tests for 
staggered mailings right through De 
cember and into January, and we 
found very little difference in the rela 
tive returns week after week. 


John 
Stevenson We find a very 


marked seasonal variance. January and 
February are the best months in the 
year, and July is the next best month 
for us. It does not apply necessarily to 


everybody. 


Les 
Davis We find our best 


months are November to March and 
August, with some variations . . . and 
then the other months. The slight fall 
ing off of returns in the other months 
is not enough to warrant our staying 
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out of the market. And getting out 
of touch with it would also seriously 
hurt our list operation. We want vol- 
ume, and if we tried to pyramid those 
same lists in only the months that we 
get somewhat better returns, we just 
could not do it because our returns 
would fall off from too-trequent use 
of those lists. Even though our re 
turns do fall off in those other months, 
it greatly pays us to mail all the time. 


Ted 
Bihler 


that people do a lot of testing and 
make it complicated perhaps to im 
press a boss .. . or to make their 


I have always felt 


job seem important. If you have a 
background of experience on a publica 
tion . . . you start immediately with 
a certain error factor that you know is 
going to occur in any test that you 
make. Especially in testing two lists 
or two segments of a list. There can 
be variations if you broke a 50,000 
list down to 25,000 each way. One 
would pull, perhaps, 15° more than 
the other with exactly the same names. 
(Editor's note: Such tests have been 
made.) 

My feeling is that you have to make 
a test as simple as possible and not 
waste much time on it. Then have 
your experience and judgment come 
into play and figure exactly what you 
want to get out of a mailing and go 
ihead and mail it. 


Edith 
Walker We have 


August and big 


found 
results improve in 
mailings are made in September, Oc 
tober and until Thanksgiving (about 
November 10). Mailings are resumed 
on December 26 and continue until 
February 10. Simultaneous with the 
mailings in September and October, 
new and additional lists are constantly 
being tested. 

The income tax period doesn’t have 
its old significance since most people 
now have payroll tax deductions 
it yust seems that people get spring 
fever in March and stop buying by 
mail. Incidentally, the Book-of-the- 
Month Club wanted to see what effect 
timing had on results. Five thousand 
pieces were mailed to cross sections 
of one large list every ten days. A 
graph of the results followed a perfect 
pattern diminishing returns trom 
February to July. 

The quantity of orders isn’t the sole 


criterion. Sometimes a marginal list 
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that pulls quality orders is more de 
sirable. Some of the factors involved 
are: (1) How many books will the 
member buy each year? (2) How 
long will he stay with the club? (3) 
How well and how promptly will he 
pay? 

As a yardstick, the club samples an 
nually the members acquired from 
each list to determine which lists pro 
duced the best quality members. This 
information is used in planning future 
list schedules. 


Marian 
Armstrong 


in July and continue up to November 
15. We start again on January | and 
continue through February. Returns 
drop off in March, April and May. 
June is the poorest month. 

We never rely on 
opinion. We test at least eight differ 


We start mailing 


guesswork or 


ent letters during the summertime us 
ing known successful lists as controls. 
The letter which rates number one 
is not automatically used. It is re 
tested against new copy and the two 
next best letters and these letters are 
constantly being reviewed and up 
dated to improve their newsworthiness. 

There is no formula for testing. It 
depends upon the size and quality of 
the list. If the list is a known one, we 
might try a representative quantity ol 
2,000 for Time and 5,000 for Life. In 
any case, we seldom “shoot-the-works.” 
It a list looks hot on a test, we re 
test with a larger quantity. 

A list that works well this year will 
probably work well next year. Usually 
we don’t mail more than once a year 
to the same list. We keep a careful 
re-test before 


record of results and 


making any mass mailings. 


Maxwell 
Ross The only way we 


can find out some of the things that 
we have to know in order to carry on 
our business is to test. 

I remember at Look we had several 
tests. I will cite one of them in par 
ticular. In that one all we did was add 
a paragraph on top of what we had as 
a standard letter. And one of the let 
ters came out in the first place and 
the other came out in the last place 
in a test of about 5,000. 

Now, if a lead paragraph can make 
that much difference | would just as 
soon sit back and put the thjngs in 
the mail and then be able to have 
some experience that, as Les Suhler 
used to say, “rings the cash register” 


rather than base it on what I think 
personally or what I may have learned. 
I don’t believe I have learned to form 
in my own mind the background of 
what is right or what is wrong so that 
I could say, “This is it” or “This is 
not it” or “We are going to do this 
because our experience has shown 
that.” I have been at it for nearly 
seventeen years and | can't guess the 
answer. 

I think we are starting off on a 
false premise if we inject the idea that 
testing is not a good thing. I think 
you can overtest on small insignificant 
factors when actually what you should 
be doing is testing the things that 
count such as the copy in the prop 
osition and the list, rather than more 
or less insignificant factors, such as 
postage or the color of the paper stock. 
There, I agree, you can’t get any two 
answers to come out the same. 


Oliver 
Roskam Where you have 


a small list, | think about the only 
thing you can test is the complete 
package. Then probably the results of 
that test can be used in the following 


season, 


John E. 
Tillotson rhe thing that 


you run into whether you are testing 
a small list or hundreds of thousands 
is the variables. | have tried to test 
many ,fine distinctions such as color, 
something on the outside of the en 
velope, something on the inside, color 
envelopes, two colors, one color in the 
letter, postscripts, etc. We have a lot 
ot action, a lot of motion, keep a lot 
of records, and when we get all 
through we throw the book away and 
look at the ceiling and try to make a 
damn good guess, 

You can, however, find out some 
thing from some of those tests if you 
stay with them long enough. We don’t 
come to any conclusions at least | 
on the basis of a single 
test where you are trying to find out a 
small variable between one factor in 
a letter or in your follow up and an 


never did 


other . because the next time you 
will make the identical mailing to 
perhaps the same names and you will 
find that they will absolutely reverse 
themselves. 

So the only thing that we ever did 
when we got into a situation of that 
kind would be to continue testing a 
number of times. Eventually if the 
overall average on letter A, or what 


59 





ever the difference between A & B is, 
an average re 
turn ahead of B, then we would come 


it A continues to show 


to the rather indecisive conclusion that 
that probably was the best thing for 
us to use, 

When 
quantities, you can appreciate the fact 
that if returns 


just a 


you are mailing in large 


you can increase your 


small fraction of a percent it 


means a tremendous difterence at the 


end of the year. 


So that is why I think, if you are 


in a position to do so, it is desirable 


to test all different factors. But don’t 


be carried iway with enthusiasm, be 


cause you can very easily come to the 


wrong conclusion. 


About only can do 


is tollow 


the thing we 
trends on what we think are 


the indications of a continuing test. 


So... the experts differ even on 
the importance of testing. Most are 
mail 


value 


agreed on the worth of testing 


ing lists to determine relative 


ot each list. 

We'll wind up this part of the dis 
cussion with an interesting February 
1954 


report trom 


Boyce 
Morgan 


lot written and said about “too much 


There has been a 
testing’, “testing minor details”, and 
“judgment is better than testing.” Yet 
a lot of us stubborn mail order people 
go right on testing every chance we 


get. 


Why 


spineless poltroons, with no confidence 


do we do it? Are we just 


in our own judgment? 


Could be! I think I have about as 
much confidence in my own judgment 
as the next mail order man, and when 
I can’t untul | CAN test — 
I rely on it with few misgivings. 


test —or 


But in a couple of cases, I’ve relied 
judgment first, and _ tested 
and been badly burnt. After 
that a few times, and 
several thousand dollars 


on my 
later 
you ve done 
thrown away 
of your own money doing it, you soon 
go back to a “constant testing” policy 
and let the accusations of cowardice 


fall where they may. 


I've just avoided making that same 
mistake again. Here’s the story — some 
of your readers might be interested 
in it. 

Our best pulling letter on BETTER 
BUSINESS BY TELEPHONE has 
been our “Stop & Think” letter. A 
few months ago | wrote a new one, 
which we called the “New Questions” 
letter. It was my judgment that it 
should pull better than the old let 
ter but experience has taught me to 
stick to the old and tested letter until 
a new one itself, no matter 
what my personal judgment is. 


prov es 


At the same time, I had the feeling 
that on a comparatively high-priced 
business service like ours a two-page 
letter should work better when printed 
than when 


on two sheets, 


printed on both sides of a single sheet. 


separate 


But again, | wanted to know for sure. 


So over the past couple of months 
we have run a series of tests, both to 


make sure that the “New Questions” 
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letter really was better than the old 
“Stop and Think” letter, and also to 
settle the “minor point” as to whether 
we should run them on a single sheet 
both sides, or on two sheets. 


Here are the results of the tests. I'll 


let the your readers 


interpret 


experts among 


them and then I'll give 


you my own conclusions 
Now 
their 


but 
And 


how the Morgan judgment 


these are all small tests, 


note beautiful consistency. 


also note 


got kicked in the pants. 


Two things seem obvious. 
First, the old “Stop and Think” letter 


letter. 


pretty 
is still a lot better than the new 
Second, both letters work a lot 


on both 


better 


sides of a single sheet than 


on two sheets. 


In fact, the one-sheet treatment is 


actually a bigger factor 
turns than the difference in the letters. 
ln NO case does a two-sheet lette pull 
better sheet both But 
by putting the 
sheet, 


stronge? 


attecting re 


than one sides. 


weaker letter on one 


you make it outpull the 


letter on 


can 


two sheets! 


I challenge any expert to forecast 
this outcome on the basis of his judg 
ment alone. I be 


now to follow my original judgment 


And wouldn't crazy 
which would have been to use the new 
the old 
both 
turned 


letter instead of and on 


two sheets instead oft sides ol 


the 
the worst possible combination | could 


same sheet? It out to be 
have used! 


make a 


seen 


Of course, we'll few more 


But 


themselves 


tests. I've never results re 


verse when they ve been 


as definite and consistent as these have 
been. 

And, again of course, we are not 
the 


about comparative 


generalizing 
ALL letters run on one 


convincing 


value of and 
two sheets. The results are 
tor the S¢ 


that’s all. But it is certainly a 


letters, on our service and 


“minor 
detail” that I'm going to test on every 


future letter | use. 


Are there any further 


why I rely, when possible, on tests 


questions on 


rather than on my own judgment? 


If anyone ever gets the final con 


clusive answer on the subject of test 
ing, we'll be glad to run another fea 
devoted entirely to the 


ture issuc 


subjec t. 


THE REPORTER OF DIRECT MAIL ADVERTISING 





QUESTIONS 

ABOUT CONTROLS, 
PRODUCTION AND 
MAINTENANCE 


Nearly every book 
on “Mail Order” 
production methods, record forms and 


think 


those are entirely different subjects. The 


attempts to describe 
maintenance systems. But we 


answers can only be found after years 
of experience . or by consulting 
consultants. Rather than give you 
opinions of experts on production and 
bookkeeping . . . Ill refer you to 
available material so you can try to 
find out tor yourself. 


The Direct Mail 


ciation has two valuable reports com 


Advertising Asso 


piled by their Research Committee. 
Both priced at $5.00 to non-members: 

1. Research Report On Reproduction Processes. 
2. Research Report On Addressing Methods. 

Both of these reports will save you 
a lot of headaches. 

The Reporte booklet, How To 
Think About Production and Mailing 
(Price $1.00), was designed to answer 
questions in this particular category 
It is complete for not only mail order 
but all direct mail operations. 

Concerning record keeping, there 
are no satisfactory stock answers. The 
experts won't release their own private 
systems, and even if they did, they 
wouldn't be of much help to other 
individuals. Most systems have to be 
invented for each individual case 
and there are expert consultants avail 
able among the large accounting firms. 
Also, private specialists, such as Ralph 
Fairbanks 


Conn. Ralph has revolutionized pro 


Associates, of Greenwich, 


duction and control systems tor many 
of the largest mailers in the country. 

We'll recommend one other book 
for your Mail Order Library: How To 
Wake More Money With Your Direct 
Mail* by Edward N. Mayer. Ed’s 
book is not completely on Mail Order 
(all about direct mail) but there is a 
valuable section on testing and one 
chapter (No. 26) is worth the price 
ot the book alone. It’s ttled “Thirty 
Economies In Direct Mail Production.” 


Perhaps there are other questions 
we should answer about mail order... 
but all concern details. We've given 
you enough for the present to supply 
plenty of thinking about the broad 


* Published by Printers nk. Price: $5.00. 
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subject of mail order. The main point 

to remember from this section: 
You'll never know all the answers 

so keep on ask 


about mail order 
ing questions! 


How can you keep up-to-date 
with mail order developments? 


Your best bet, of course is to mix 
around with other people who have 
similar interests. In Chicago, Boston, 
Philadelphia, Kansas City and New 
York particularly .. . there are worth 
while mail order clubs. Join them and 
attend them if you possibly can. 

In some other cities there are Direct 
Mail groups. If there isn't such a 
group maybe you could help to 
organize one. In the usual Direct Mail 
club, you'll find people of varying in 
terests. Not all will be interested in 
mail order. But the mail order people 
usually band together somehow. 

By joining one of these groups . 
you can keep yourself up-to-date with 
what is going on in mail order work. 

Second, you should get your name 
on as many lists as possible. If you 
buy shirts, neckties, jam, fish or sub 
scriptions by mail, you will eventually 
get on a lot of mailing lists because of 
the renting and selling of lists. 

Don't ever get yourself in a frame 
of mind where you think you are get 
ting too much mail order solicitation 
in your daily mail. Try to get as much 
as you can. 

Start a file of the good pieces. Se 
lect the pieces which seem to be power 
ful and convincing. The pieces which 
seem to follow good formulas. Make 
a file of the pieces which attract you. 
Make notes of special points which 
you might adapt in your own work. 
But don’t fall into “copycat-itis.” 

The only other authentic source of 
information on current mail order 
practices is The Reporter of Direct 
Mail Advertising. We have set aside 
a definite department on mail order 
which runs each month. In addition, 
we frequently run the opinions, the 
case histories and the stories of prom 
inent mail order people around the 
country. It would be practically im 
possible to include all of the current 
and changing information in the pages 
of any one study of mail order. 

Fundamentals do not change 
but methods do change. Experience 
adds many different techniques. So 
to keep up-to-date . . . read The 
Reporter. You, too, may want to par 
ticipate in its printed 
Don’t ever be bashful about submitting 


discussions. 


your ideas. 


TS eS 
successful 


sales letters... 


— rarely just “happen"’. They are the result 
of careful planning and knowing what makes 
a letter ‘pull’. The format, too, plays its 
part in getting attention . . . maintaining 
interest! You can PROVE this easily by 
TESTING Return-A-Card against your present 
mailing. You'll find the pre-addressed, 
built-in" reply card makes it easier to 

reply — get better results — costs less per 
response. Write for your FREE folder of 
“Successful Sales Letters’’, showing this unique 
format applied to many promotion problems 


REPLY CARD IS 
ATTACHED TO THE 
LETTERHEAD! 


SALES LETTERS 


250 W. 49th St., New York 19, 
Telephone Circle 6-0843 


NEXT TIME — 


consult a Direct Mail 
Spectalist 
—if you want the last ounce 
of measurable results. Some 
of the largest national adver- 
tisers and direct mail users 
have found it profitable to 
retain THE BUCKLEY OR- 
GANIZATION, Lincoln- 
Liberty Building, Phila. 7. 


Write today for free folder 
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SPACE ADVERTISING AND 
PUBLICITY IN MAIL ORDER 


In section one of this study, in de 
fining three types of mail order, we 
warned that the major emphasis would 
be on mail order by direct mail. That 
is the nature of The Reporter. 

Sut in any discussion of mail order 
it is necessary to become inyolved in 
space mail order because so many firms 
use a combination of both space and 


direct mail-mail order. 


There are books on the subject 
which should be read. We highly rec 
ommend Help Yourself to Better Mail 
Order by Robert A. Baker. Published 
by Printers’ Ink Publishing Co., Inc., 
205 E. 42nd St.. New York 17, N.Y. 
Price $5.50. 


emphasizes 


Baker, an agency man, 
space although 
his book attempts to cover mail order 


naturally 


by direct mail as well. To us, the 
Baker book seems to be the .most re 
liable and bunkless. 

[wo other books worth reading (or 
Small Space 
Idvertising by Ink Staft. 
Published by Funk & Wagnalls Co., 
153 E. 24th St. New York 10, N. Y. 
Price $4. Tested Advertising Methods 
by John Caples. Published by Harper 
& Bros., 49 E. 33rd St.. New York 16, 
N.Y. Price $3.50. (John has long been 
an expert in testing and appraising 
direct order-getting space advertising. 
His principles apply equally well to 
mail order by direct mail.) 


having tor reference) are 
Printers’ 


Since so much about space advertis 
ing for mail order has already been 
printed in books, what should we add 
in this particular study? This reporter 
doesn’t claim to be an expert. He has 
devoted his life to the mail rather than 
space. 

So we turned to a fellow who knows 
the field from A to izzard. He wants 
to remain incognito because he deals 
magazines and (as a 
many mail order 


with many 
wholesaler) with 


houses. Wants to be free to criticize. 
He writes our monthly column in The 
Reporter called “My Mail Order Day.” 
Read carefully what Jared Abbeon has 
to say about the pitfalls and possibil 
ities of space advertising: 


HOW TO THINK 
ABOUT 
PAID SPACE 


Did you ever stand at the rail of 
the track and watch the horses come 
pounding down the stretch, with your 
bankroll bet-on a long shot? Did you 
ever sit in a smoke-filled room and 
watch the dealer slide you one card 
as you try to fill an inside straight? 
Did you ever go to the firemen’s carni- 
val, and, knowing that the wheel was 
probably gaffed against you, still place 
at impossible odds while the 
operator sang out, “Round and round 
the wheel she goes, and upon whom 
the fortune will stop, nobody knows.” 


a bet 


Well, if you have not done these 
things and if you are not by nature a 
gambler, stay away from space adver- 
tising. The Media Reps, as the adver 
tising salesmen for the magazines and 
newspapers are known, will spin you 
glowing stories of successful advertis- 
ing in their publications. They will 
paint you pretty pictures of miracles 
of success. They are a fine lot of men 
but unfortunately the truth is not in 
them. (Or all of them). You can place 
space advertising in newspapers, in 
magazines; generally speaking, you 
can buy from ten words in a classified 
section up to full page inserts in the 
shopping sections of literally hundreds 
of assorted media. 


If you choose the correct media and 
you place the right size ad on the cor 
rect product, you should get back your 
investment plus a 
Yet the grim mortality statistics among 
mail order house advertising in news- 
papers and magazines today indicates 
that the great majority of operators 
are not getting back the cost of their 
product plus overhead advertising plus 
a profit. 


reasonable profit. 


Let us examine a typical story of 
what can happen. Summer before last 
a gentleman making a reasonable liv 
ing as a butcher decided that there 
was a demand for rubber wading 
pools. Luckily he knew a fellow who 
had just commenced manufacturing 
them and was therefore able to get a 
good wholesale pri ¢ on this item. 


He then went to an advertising 
agency which knew nothing about 
mail order. They had a photograph 
made, wrote some copy and took an 
ad in the local newspaper. At the end 
of the summer Friend Butcher had 
cleared a net profit of $50,006 on his 
wading pools. The next summer every 
available media was covered with three 
or four or five competitive ads for 
similar pools. Our friend, being an 
intelligent man, took his profit and 
got out. 

A second case (which might be more 
typical of the success stories that are 
noised about) a gentleman who, being 
in somewhat failing health, went to 
his family doctor who recommended 
that he take a preparation called tes- 
toserone. He did and was so well 
pleased with the results that he de 
cided that a lot of men like himsel! 
could use this preparation to good 
advantage. He placed ads all up and 
down the detective, sports, girlie maga- 
zines, etc. He reaped a harvest of 
$75,000 net profit the first year. The 
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second year he splurged the bankroll 
over a wider list of magazines and, 
not noticing the storm warnings of 
the fact that almost every magazine 
had one or two or three or more peo- 
ple selling the same product at a 
cheaper price, he plowed _ straight 
ahead. By the time he could throw on 
the brakes, the $75,000 profit was 
gone plus the original bankroll. 

A third case might be even more 
typical. A small manufacturer decided 
he had an excellent item to sell by 
mail. He brought it in to show me and 
I pointed out that it was not quite 
perfect, failing in several important 
points for mail order promotion, but 
it might have potentials if addressed 
to the proper market. As it was a new 
kind of flower pot, I suggested he 
start with some small space in such a 
magazine as Flower Grower, which 
commands an excellent mail trained 
audience of flower lovers. With a smile 
on his face he informed me that he 
had already by-passed that small scale 
testing and, on the advice of an ad 
vertising agency which shall herein 
be nameless (but which is big enough 
to know better), he had already con 
tracted for space in the shopping sec 
tions of House Beautiful, American 
Home and House and Garden (all 
three of which are excellent mail order 
media for the proper products). 


A few months later he returned 
crestfallen and wanted to know what 
happened. I told him that no matter 
how good a product looks, it should 
always be tested and should be tested 


in the proper media and, although I 


did not want to run down his agency, 
the fact remains that the commission 
on three of the same ads, placed in 
three high class magazines, is a rea- 
sonable sum of money. The commis 
sion on a few test ads placed in maga 
zines of smaller, although more con 
centrated, circulation would have 
meant a commission so small as to 
have been hardly worth bothering 
about. 

So, when you buy space you are 
gambling. If you want to know just 
how much you are gambling, pick up 
a copy of any magazine which boasts 
of its mail order pulling-power for 
this current month. Then go to a 
used magazine store and buy the same 
issue one year ago, two years ago, three 
years ago, four years ago and five 
years ago. See how many of the brave 
lads whose banners were gaily flaunt 
ing in the winds of yesteryear are still 
in there fighting today. Space does 
have certain very valuable aspects for 
the mail order man. Firstly, if you 
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There’s no doubt about ir— 
covers sell books... 


=o 


rectude 
TO Space 


.... and no doubt that catalogue covers 
sell goods and services. 


PRACTICAL 
arte 
TECHNOLOGY 
is 


If you want your catalogue to be a best seller, be 
sure it has a cover — preferably, a cover of Buckeye — 
the good-looking, long-wearing cover stock that has 
long been the first choice of advertisers, printers and 
agency production managers. Made in white and 13 
colors. THE BECKETT PAPER COMPANY, Makers 
of Good Paper in Hamilton, Ohio, since 1848. 





have a product, it is a good way to 
test its mail pulling power. If it tests 
out, then you must hit hard in every 
possible media as soon as you are able 
many experienced mail 
order watch the columns 
closely to see what products are being 
repeated and when they spot an item 
that appears to be a winner, they jump 
aboard the bandwagon. It is always 
extremely wise, if at all possible, in 
mail order to either manufacture your 
product yourself or to have the ex 


to, because 
oper itors 


clusive rights to the sale of same. 
Secondly, space advertising is an 
excellent way to build up your mailing 
list. No matter how many hundreds 
of prospect lists you buy, or rent, or 
maintain yourself, there is always a 
quantity of potential customers who 
somehow or other seem to escape your 
net. It is obvious that magazines like 
Parade with its fifteen million readers, 
Better Homes and Gardens with its 
3,800,000 circulation and the other 
mass media will reach into the high 
ways and byways where your own di 
rect mail probing can never come. 
Note, in the above paragraph, that 
I have used two similar sounding 
terms. One word is “readers”. The 
other “circulation”. Despite 
their apparent similarity, they mean 
two entirely different things. A maga- 


zine publisher assumes that three or 


word 1s 


four or five people read each copy of 


his publication. On the other hand, the 
magazine publisher prints for sale a 
certain definite number of copies. This 
is known as circulation. Almost all 
the best magazines have their circula- 
tion figures audited, but when you 
talk to the salesmen for these maga 
zines, they will often casually refer 
to “readers.” At least one unscrupulous 
publication uses a padded readership 
figure that leads you to believe that 
it has about five times its actual 
circulation. 

Which brings us to the point of 
tools of the trade. A man would not 
go out and call himself a plumber 
without owning a set of plumbing 
tools. A man would not call himself a 
librarian without knowing how to use 
the Dewey system of book indexing. 
But any damn fool can go out and 
call himself a mail order operator with 
nothing but a thick bankroll ... and 
there are plenty of people, both scru 
pulous and unscrupulous, who will sell 
him all the space his bankroll will 
buy. Before you buy an automobile, 
you usually look at several. Before you 
let your wife buy a refrigerator, you 
make her tour every shop in town. 
Therefore, may we respectfully suggest 
that when you go to buy space that 
you look into each showman’s window 
to see what he is selling you for your 
money. 

The first tool that you should ob- 





GET THE FACTS! 


PHOTO-ENGRAVING COMPLETELY 
EXPLAINED TO THE LAYMAN 


Now—'‘brush-up” with this modern, complete and fully 
illustrated guide to correct photoengraving methods. 108 
pages—Lovishly illustrated in black and white, and color 


$2.00 
per copy 


HORAN ENGRAVING COMPANY, INC. 


44 WEST 28th STREET, NEW YORK 1, N. Y. 


And don't forget Horan's 
“eround the clock” 
service whether your 
problem is 
black and white, 
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tain is a complete listing of the maga 
zines and their rates. The best source 
of this information is the Standard 
Rate & Data Service, published by the 
Standard Rate & Data Service, Inc., at 
Evanston, Illinois. They publish 
monthly a magazine listing all of the 
consumer magazines with their rates 
and full data. They also publish a 
similar service concerning newspapers, 
concerning radio stations, and concern- 
ing business publications. By simply 
consulting this excellent volume, you 
can determine the circulation of a 
magazine, its mechanical requirements, 
its advertising rates, when the clos 
ing dates to reach a particular issue 


are, and considerable more general 


information. 


Also in the 
held, you will find the market data 
and directory number of /ndustrial 
Marketing Magazine is a mine of in 
formation listing almost every trade 
publication in the United States. This 
magazine is published monthly by Ad 
vertising Publications, Inc. at 200 East 
Illinois Street, Chicago, Illinois. In ad- 
dition, every magazine that is regis 
tered with the Audit Bureau of Cir 
culation for the controlled circulation 
audit will be most happy to send you 
a copy of these audits which breaks 
down their readership by various clas 
sifications so that you can determine 
if they are the type of people you wish 
to reach with your advertising. 


business publication 


You will soon be struck by one fact. 
That is, that the price of magazines, 
like the price of race horses, or auto 
mobiles, or houses or almost anything 
you buy, varies to a considerable de- 
gree. One magazine will charge you 
$10 for an inch of space. Another 
magazine will charge you $250. One 
magazine will have a rate for its ad 
vertising that figures out to about $1.00 
per line per ten thousand readers. An 
other magazine will have a rate that 
figures out about $2.00 per line per 
ten thousand readers. There are, of 
course, reasons why one should be ex 
pensive and one should be less ex 
pensive . . . and other magazines 
should sound like a bargain. There 
are magazines that are over-priced. 
There are magazines that are under 
priced in relation to their advertising 
work. Only long and hard fought ex 
perience will tell you just where the 
bargains are to be obtained. 


The big question to put to yourself 
when considering advertising your 
product is not the cost per line, nor the 
cost per reader . . . but is that par 
ticular publication a one where you, 
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if you were going to buy a product 
such as you intend to advertise, would 
look to purchase it. 

The services of an experienced ad- 
vertising agency can often be of great 
value in determining just which pub- 
lications are pullers, which publica- 
tions are sleepers, and which publica- 
tions are worthless. However, in choos 
ing an agency to make this determina- 
tion for you, make sure that they have 
plenty of experience along similar 
lines. Otherwise, your guess is as good 
as the guess of the man that you are 
talking to. In fact, your guess is usually 
a lot better as you know your 
own product a lot better than he can 
ever know it. 

Avoid being a copy-cat. Many people 
will say that if you are going to ad- 
vertise, just look through the maga- 
zines, pick out the one with the most 
similar advertisers and place your ad 
in that magazine. By doing this, 
you'll insure having as much competi- 
tion as you can possibly find. Instead, 
1 would suggest using the method of 
intelligent selection. Disregard the 
other advertisements. Is that magazine, 
whether thick advertising or thin ad- 
vertising, the type where you would 
look for your product? Once you have 
placed an advertisement or a number 
of advertisements and you find that 
you can profitably market your item, 
do not hesitate — but place as full a 
schedule as you can afford in as many 
possible publications that seem to 
promise even a chance of success. 

There are a considerable number of 
mail order men who closely watch all 
publications in order to locate products 
that seem to promise success. And as 
soon as they see one item being ad 
vertised, they will then try and find 
a similar item and advertise it them 
selves in all publications which are 
not covered by the initial advertiser. In 
fact, some of these copy-cat gentry will 
place advertisements on a similar pro 
duct in the same magazine where you 
have your ads running. Try to protect 
yourself against this by advertising 
only products on which you have an 
exclusive representation or which you 
manufacture yourself or which are not 
easily available to the copy-cat. 

Of course, there are some items, 
which the more the public sees ad 
vertised by different houses, the more 
chance each particular house has of 
making a success. These are, however, 
comparatively rare. In mail order ad- 
vertising, the old adage of getting 
there “turstest with the mostest” holds 
true. Many mail order men are ex- 
tremely happy if one item in five, or 
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one item in ten, pays off. And expect 
that maybe over the course of many, 
many years that they will hit only one 
or two really jack pot items. However, 
the chance is always there that you 
will hit the jack pot on your first item 
and every advertisement that you place 
will add one little bit to your store of 
knowledge so that when you finally 
achieve that goal of all successful mail 
order companies, and hit that one 
tremendous running item, you will 
have the knowledge of how, where, 
why, and when to advertise it. And 
advertise it successfully at the right 
price. 

The New York Times, in a book 
they have recently issued called “Suc 
cessful Mail Order Selling”* (free on 
request), tells of a man who is work 
ing at home in his basement in his 
spare time. It seems that this man, 
whose name was Skidmore, had a 
little hand press which he ran as a 
hobby, printing envelopes and letter 
heads for the local folks. So he thought 
he would branch out a little and ran 
a small space advertisement in The 
New York Times. A few weeks later, 
The Times started to receive a flood 
of complaints that people had sent 
Skidmore a dollar and had not re 
ceived their stationery. In fact, they 


* Footnote by H. H.: Highly recommended 
by The Reporter for those interested in 
space mail order. 


ROW 


... the busier 
the better for 
folks who specify 
Garden City 
Envelopes 


Millions of die-cut envelope blanks 


stacked on 


reasonable prices. 


skids in skyscraper-like 
tiers—like those above—are convinc- 
ing evidence of G.C.’s ability to pro- 
duce better envelopes at realistically 


hadn’t even received an acknowledge- 
ment of their original order. So the 
Times sent out an investigator to see 
friend Skidmore. They found Mr. 
Skidmore and his wife sitting in the 
middle of the living-room floor sur 
rounded by bags and bags and bags 
of mail, each letter containing at least a 
one dollar bill. Thirty thousand letters 
with $30,000 in cash, and poor Skid 
more and his Mrs. just didn’t know 
where to start. 


Well the story had a happy out 
come. The Times helped Skidmore to 
buy automatic presses by introducing 
him to his local banker. All the orders 
got filled and the Skidmore’s had the 
beginning of a new and _ profitable 
business. Of course, even such a power- 
ful mail order organ as The New York 
Times had to reach away back to 1921 
to find an advertisement as successful 
as this one. However, today newcom 
ers will send in their advertisements 
and one or two or three or more of 
them will hit the golden goose that 
lays the golden eggs. Yes, great is the 
power of space advertising when you 
can unleash it and use it properly. 


There is one other subject that must 
be considered in any study of mail 
order. That is publicity. Few mail or 
der operators know the power of it 
or how to handle it correctly. Natural 
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ly, the subject applies largely to sellers 
of products like gifts, novelties, toys, 
furniture, clothing. 

We could fill pages with the nega- 
tive slant .. . the amateurish demands 
for free space; the obnoxious prac- 
tices of trying to tie-in advertising with 
editorial. But here we want to include 
useful advice of a positive nature. 

So we turned to a man whose work 
in the field of sending out publicity 
releases is well-known to many editors 
of leading magazines and newspapers. 
More than 400 magazines published 
his unique releases during the past few 
years. He, too, wants to remain anony- 
mous for the present... for very 
obvious reasons. Although the follow- 
ing are the opinions of just one man, 
they represent, we believe, the views 
of many successful operators. 


ABOUT PUBLICITY 


Eight hundred inquiries for the ex- 
pense of a three cent stamp? It is very 
possible. $20,000 worth of orders for 
a product at a total expense of less 
than $50? It has been done. 

Let us suppose that you have a new 
product. You think it is a winner. 
You wish to put it on the market at 
the lowest possible cost. Then after 
the public has had a chance to see just 
what it is that you are selling, you 
will know if there is a great demand 
for it. 

There are in the United States today 
well over 100 consumer magazines 
having new product sections . . . ard 
literally thousands of irdustrial maga 
zines and newspapers that will pub- 
lish news of a mew product if they be- 
lieve that it will be of interest to their 
readers. Please note that stress of the 
word new. No editor is interested in 
an old tired product that he has seen 
time and again, month in and month 
out, year in and year out. However, 
his readers and he, himself, are inter- 
ested in items that are fresh, that are 
new, that have never appeared before. 
He has room in the columns of his 
paper or of his magazine to feature 
this item, and his readers will be most 
interested in reading and hearing 
about your product. 

Of course, before he can call his 
readers’ attention to this new product 
of yours, he must first receive informa- 
tion about it himself. Editors are very 
busy men. Some editors receive as 
many as 200 or 300 new product re- 
leases from advertising agencies, man- 
ufacturers and mail order houses every 
day in the week. They do not have 
the space to publish information about 
more than a small per-:ntage of these 


new products. Therefore, it is to your 
best interest that when you send him 
the information, you make it brief, 
you make the information interesting, 
you give full details and you enclose 
a good usable photograph. 

If you are a local concern in a par- 
ticular area, you are of great interest 
to your local newspaper editors. So 
put a few samples of what you are 
doing under your arm, or place a sam- 
ple in the mail and see that it goes to 
your local newspaper editor. Believe 
me, he wants to hear from you. War, 
blood and famine a thousand miles 
away are not half so important to him 
as what is going on in his home town. 
He knows that the local readers are 
more interested in what the home 
folks are doing than in anything else 
in the world. So, when you show up 
with your product and news about 
how it is manufactured, he'll be de- 
lighted to let the world know about 
it. It is an excellent idea, if possible, 
to have a good photograph or two or 
three of yourself and your product 
handy so that if he wishes he can use 
them in his story. 

Following the news of your product 
in your local publications, you can ex- 
pect a number of phone calls and let- 
ters from the surrounding neighbor- 
hood for further information of how 
people and companies can get some of 
your workmanship. A young man a 
short while ago had an item appear in 
Parade, a Sunday newspaper supple- 
ment that goes to close to 40 large 
newspapers with well over 15,000,000 
readers. His mail was so heavy that 
tor two weeks he had to hire two ad- 
ditional stenographers just to try to 
answer the flood of inquiries. 

In addition to local publicity, being 
a mail order house, you will want to 
see that the news of your new product 
appears in as many national publica- 
tions as possible. If you are not famil- 
iar with the names of these publica- 
tions, take a trip to your nearest news- 
stand and look over the titles of the 
available magazines. Better yet, if you 
live near a public library, go there and 
browse through the magazine reading 
room. Remember the magazines that 
you see on your newsstand and those 
that you see at the nearest public li- 
brary are only a very small fraction of 
the magazines published in the United 
States. Make a note of as many of 
these publications as possible. Note the 
fact that literally hundreds contain 
columns entitled New Products, Hob- 
by Products, New Wrinkles (?) etc. 
Do not worry if your product does not 
seem to be exactly suitable for a par- 


ticular magazine. Of course, no editor 
likes to receive a flood of mail about 
things he can’t ever use. However, 
sometimes the most unlikely item 
would be just what he is looking for. 


As an example, one mail order 
house sent in news of a new piece of 
fishing equipment to Seventeen maga- 
zine which specializes in things for 
young girls. It hit the editor just right. 
He was loaded on information for 
items for young girls, but a Father's 
Day issue was being prepared and he 
was short of things to recommend to 
his readers as good buys for their 
fathers. The fishing tackle man got 
a nice stack of orders from this edi 
torial mention. 


It is almost impossible for you to 
compile a list of every magazine that 
carries a new product section. How 
ever, there are several companies who 
sell lists of these magazines. The 
names of three of these companies are 
R. H. Bacon and Company, 343 South 
Dearborn Street, Chicago 4, Illinois; 
Publicity Advertising, 1501 Trails End, 
Kalamazoo, Michigan; H. K. Simon 
Advertising, 48 Fifth Avenue, Pelham 
65, New York. Remember, the more 
magazines you send your information 
to, the more chance you have that some 
of them will publish it. About one 
magazine in five or ten will publish 
information about a very good pro- 
duct that is presented to them in the 
right way. 

Having gotten together a list of 
publications that you would like to 
see print news of your product, what 
is the right way to present the in- 
formation to them? There is no one 
right method. However, a formula 
that seems to work for me and that 
has gotten information about my com- 
pany’s new products in over 400 pub 
lications and has produced orders for 
merchandise running into the tens of 
thousands of dollars goes somewhat 
as follows: 


1. Get a good photograph of your 
product. Maybe two good photo- 
graphs — one showing the product it- 
self{— one showing the product in 
use. Most editors like to show a pro- 
duct as it is actually used. Some, how 
ever, prefer a simple straight-on pic- 
ture of the product. Unless you are an 
excellent photographer yourself, don’t 
try to make this picture at home. Go 
to a good commercial photographer. 
You can pay as high as you want for 
this type of work, but there are plenty 
of good studios that can turn it out 
for $5.00 to $10.00 a picture. Next, 
have as many 4” x5” copies as you 
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need made on glossy print photograph- 
ic paper. These should cost between 4¢ 
and 8¢ each. Many of the big adver- 
tising agencies send out 8” x 10” 
photographs; but this is a needless ex- 
pense as almost any magazine can use 
the 4” x 5” size which is much cheaper 
to make and also much easier and less 
expensive to mail. 


2. Write a personalized letter to the 
editor telling who you are with a little 
about yourself and your product and 
how come you are sending the infor- 
mation to him. If this is your first 
attempt at publicity, let him know it. 
Editors are fine men and women .. . 
and wherever possible will give a new- 
comer a break. Be sure to typewrite 
these letters or if you are sending a 
quantity, have them multigraphed or 
photo oftset. 


3. Attach to your letter the publicity 
release itself. This should be marked 
in the upper left-hand corner of the 
page with your or your company’s 
name or address. On the upper right- 
hand corner of the page tell what the 
publicity release is about. Use such 
words as the New Widget or Catchem 
Gadget Release. Then in the center of 
the page, give your news a title as 
catchy as possible. In the body of the 
release, make sure you double space 
all your reading matter. If the editor 
uses it, he will want to make notations 
of corrections and instructions to his 
printer by writing between your lines. 
Make your releases as brief as possible. 
If you tind it necessary to make your 
release of a fairly sizeable length, put 
the important information first. Most 
editors, when they blue pencil or cut 
a release, cut from the bottom up 
paragraph by paragraph. However, 
even though you are brief, give every 
possible scrap of usable and interesting 


information. One editor's vital point 
may be something useless to another 
editor and vice versa. Size, weight, 
type of material used, how the product 
is used, what it is used for, by whom it 
is used are all important. Remember 
that the editor can always cut out what 
he doesn’t want to use, but he is not a 
magician, he can’t dream up the in 
formation you don’t tell him. 


4. A few do’s. Do remember to give 
the name and address of your com- 
pany at the end of the release. Do put 
your name and the product name on 
the back of the photograph that you 
send just in case it gets separated from 
the letter. Do only send information 
on something new and different — 
old, stale information goes right into 
the scrapbasket and you do not wish 
to get a reputation with the editors as 
being a space hound who just sends 
in information on any old thing. Do 
send in your release written on regular 
size paper. Odd sizes are hard for an 
editor to handle, so use 84" x 11” paper. 
Do offer to send a sample, particularly 
if the product is not extremely ex- 
pensive. Almost all editors at one time 
or another have gone out on a limb 
for a product and then found out later 
that it was no good. So, being cau 
tious, they like to test new products 
before they recommend them. Some of 
the bigger magazines even send out 
new products to commercial testing 
laboratories before they will print in- 
formetion about them. Also, if an edi- 
tor tries your item and likes it, he 
can naturally give your product a 
mvch better story. 


5. Never follow up a news story 
sent to an editor, He knows if he 
wants to tell the world about your pro 
duct. If he hasn't the space to spare 
er doesn’t think your product right 
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for his readers, that is his business. He 
is the judge. Let him decide. Don't 
forget your product and get wrapped 
up in yourself when writing your re- 
lease. In other words, the editor is in 
terested in presenting a magazine con 
taining interesting items to his readers. 
He is not interested in you except as 
you and your product will interest his 
readers. Be as brief as possible. Don’t 
get long winded. Don’t, don't, don’t 
say that if your release is successful 
you will then advertise. Editors do 
not consider themselves advertising 
space salesmen. That is a completely 
different department of all first rate 
publications. A good editor will al 
ways resent this type of a bribe. 


A very important and profitable by 
product of publicity is that after you 
have your new product editorialized 
and you find that it is successful, you 
will then find it necessary to advertise 
by regular paid space in newspapers 
and magazines. The free ride only 
goes one time. Then, when you decide 
it is necessary to advertise, by simply 
checking through your publicity, you 
can easily discover what type of maga 
zines brought you the most inquiries 
and orders, and concentrate in that 
type of publication so that your ad 
vertising dollar will bring back the 
highest return. Publicity wisely han 
dled can indeed indicate down just 
which rainbow-spangled road lies the 
pot of gold in the mail order field. 


Industrial List Bureau 
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A FINAL ROUNDUP FOR... 
“MANY HAPPY RETURNS" 


We are down to the end of the line 
on How to Think About Mail Order. 
At least, for this study. The subject 
can never be completed. There’s no 
such thing as writing 30 —. 

That's why mail order meetings at 
direct mail conventions, or mail order 
clinics around the country, are always 
jammed to the gills. Constant questions. 
Constant searching for new ideas or 
better ways to handle old ideas. 

We have given you enough for the 
present to guide the thinking of new 
comers and to revive memories of the 
more advanced. 

In section one, you read about some 
of the bad things connected with mail 
order . . . the pitfalls. And you learned 
how to think about mail order in its 
three logical types, and how techniques 
vary according to its use by six major 
divisions of businesses. 

In section two, you read the “opin- 
ions of twenty-one professionals, and 
learned from them that the definition 
of the “secret of success” in mail order 
doesn't include the term “mail order.” 
It's marketing know-how or sales 
mindedness. 

In section three, we attempted to 
set a pattern of thinking about (1) 
what can be sold by mail, and (2) the 
important factors in every mail order 
campaign the analysis of lists, 
formats, copy, obstacles. 

In section four, we tried to show the 
value of questioning by illustrating the 
different ways questions are answered 
. . » proving that you must solve most 
of your problems yourself by constant 
experimenting. 

In section five, you 
opinions of experts on how to think 
about space advertising and publicity 
in relation to mail order. It should 


received the 


clear up your thinking on a sadly con 
tused subject. 

For a closing windup of this study, 
we searched for a good case history. 
Nothing in mail order is nearly as 
glamorous as the Yoon Yun campaign, 
with which we closed the How to 
Think About Showmanship in Direct 
Mail study. Most mail order case his- 
tories involve unspectacular _ statistics 
and hard-boiled selling pieces, even 
though some of the big publishers, The 
Book-of-the-Month Club and Around- 
the-World-Shoppers Club have added 


some glamour and showmanship. 

We found an appropriate case his- 
tory riding up to Boston for Direct 
Mail Day. Ralph Curtis, of the Ross 
Martin Co., 423 E. Fourth St., Tulsa 
1, Okla., was along. While we were 
inching slowly over icy roads, Ralph 
went into a soliloquy about how bus 
inessmen are afraid to experiment; 
how mail order people, in particular, 
are afraid to gamble . . . and then 
told us what happened to him on one 
deal. I asked Ralph to put it in writ 
ing. He did. Here it is: 


How Mail Order Selling 
Outdid Dealer Selling 


By Ralph T. Curtis 


Management Methods says, “When 
something has been done a particular 
way for 15 or 20 years, it is a pretty 
good sign—in these changing umes 
that it can be done a better way.” 

But back in 1946, just after World 
War II, it seemed logical that we could 
sell specially-designed, all-steel, Kratt 
bilt Well Log Cabinets to the oil in 
dustry by mail. (Kraftbilt was the reg 
istered name of all our products.) 

True — the unit of sale started at 
$241 and ran all the way up to $1,000. 
But it was true also that the industry 
had been deprived of this kind of 
product for several years. It needed 
ours badly. Like a bone-dry sponge 
soaking up water, our big problem 
was: how can we get enough steel to 
satisty the demand? So our selling plan 
was to launch a mail order campaign. 
And it worked! In fact, our biggest 


problem was to get enough steel. 

As steel supplies loosened up and 
some of this thirst for Kraftbilt filing 
equipment had been quenched, it was 
decided that we must not continue to 
depend on direct mail entirely. We 
must plan to fall back on one of two 
methods which had proven successful 
in selling expensive units prior to the 
war, namely: either hire salesmen to 
cover the 26 oil states or appoint deal 
ers. A dealer plan was decided upon 
because it could be done more quickly 
and it called for less capital. 

We didn’t want to abandon our 
mail order plan of selling as long as 
it paid off. And yet, we didn’t want 
to delay the changeover too long. Jan- 
uary, 1950 was the time selected to 
start. 

During the four years, 1946 to 1950, 
we had developed, tested and success- 
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fully sold six new products. Units of 
sale of five of them were from $160 
up to $1,000. Three of them offered 
new methods of filing and protecting 
maps, tracings and other valuable 
charts or drawings. A companion pro 
duct in this group was an all-plastic, 
snap-on Map Stick on which a map 
or tracing is firmly gripped by means 
of plastic clips. One end of the stick 
holds one of several different-colored 
Index Flags. The rolled map can be 
filed into one of these types of rolled 
map files. A complete Map Stick unit 
sold for $12 to $15 a dozen. 


These products proved to be a pro 
titable line for office supply houses 
and blueprint dealers in areas where 
oil production is active. Our four years 
of initial mail selling had made Kraft- 
bilt filing equipment fairly well 
known. More than half of all major 
oil companies and many smaller oil 
companies in the United States were 
using it. We had gained a foothold 
also in Canada and South America. 

Thirty hand-picked dealers were ap 
pointed in the fall of 1949. They start 
ed in January, 1950. Each dealer was 
protected. The only sales we made 
direct were in no-dealer areas. We 
backed them up with periodic mailings 
to users — each showing our entire 
list of dealers. The rate of increase in 
sales each year was about the same as 
when we sold by mail only. A periodic 
increase in the cost of steel and labor 
forced us to continue increasing prices. 
Frequent complaints from customers 
about high prices prodded us to grope 
for relief or a remedy. Our profits 
diminished as costs increased because 
we did not dare increase prices in the 
same _ proportion, 


The dealers’ gross profit was 36%— 
their net was substantial. In fact, we 
suspected that practically all of our 
dealers, with only one notable excep 
tion, were nothing more than order 
takers, waiting for customers to ask 
for Kraftbilt products. It was noticeable 
that dealer sales rose when we released 
a mailing to users. After each mailing, 
thousands of dollars of orders came 
direct to us from users, and yet, we 
urged them to patronize their local 
dealer. 


Then the steel strike of August, 
1952, came. Washington, obviously, 
was bent on giving labor practically 
everything it demanded. A sharp rise 
in steel prices was inevitable. In fact, 
on September 10, 1952, our costs ad- 
vanced 10%. We would lose money 
if we did not raise our prices — and 
we were convinced that another in- 
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ADDRESSING 
OUR LISTS ARE FREE 
Retailers - wholesalers - manufacturers 
Banks - churches - institutions 
We charge only for addressing 
SPEED - ADDRESS KRAUS CO 
48-01 42nd Street 
Long Island City 4, N. Y. 


ADDRESSING PLATES 
If you use 
ELLIOTT-type STENCILS 
and want to REDUCE COSTS 
Write to Box 41, The Reporter 
Garden City, New York 








ADVERTISING AGENCIES 


For pulling direct selling mail order ad- 
vertising campaigns in newspapers, 
magazines, trade papers, consult Mar- 
tin Advertising Agency, 15 E. 40 St., 
Dept. 33A, N. Y. LE 2-4751. Est. 1923. 


WANT ADS — Ads placed in all mag- 
azines, newspapers, trade papers! Se 
cure agents, jobbers, inquiries, dis- 
tributors, salesraen, leads, capital, busi- 
ness connections, executive and pro- 
fessional personnel, etc. Advertise, Buy 
and Sell! “Cost is no more than if 
placed direct."" The Want Ad columns 
of these publications cover the finan- 
cial, industrial and commercial mar- 
kets of America. Special lists prepared 
to suit your needs covering any state 
or section or complete national cov- 
erage. Write for our List No. 88 cov- 
ering the United States and No. 78 
covering the “South."’ No charge or 
obligation. Regal Advertising Agency, 
1044 Tuscaloosa Avenue, Birmingham 


11, Alabama. 


FOR SALE 
Addressograph Machines — |! Model 
3405 with many extras and lister, | 
Model 1955 with lister. S. V. D. Catho- 
lic Universities, 316 N. Michigan Ave., 
Chicago |, Illinois. 














150,000 bookbuyers of self improve- 
ment books on Elliott stencils. Most 
are multiple buyers and in the higher 
income bracket. Produced 4% returns 
on $3.00 book last October. Owner has 
other interests and will sacrifice for 
quick sale. Box 44, The Reporter, Gar- 
den City, N. Y. 


LISTS 

100,000 FIRMS, including manufac- 
turers, wholesalers, retailers, account- 
ants, insurance companies in Boston, 
Chicago, Cincinnati, Detroit, Milwau- 
kee, Minneapolis, New York, Philadel 
phia, Pittsburgh, St. Louis, San Fran- 
cisco. New plates compiled from tele- 
phone directories in 1953. Complete 
direct mail facilities. Write Miss 
Thomas at 330 W. Kilbourn Avenue, 
Milwaukee 3, Wis. 








CANADA'S BEST MAILING LIST 


250,000 live names on Elliott stencils 
Call your list broker — TODAY 
or Tobe’s, Niagara on the Lake, Canada 





MISCELLANEOUS 
Do you operate a SPEEDAUMAT? 


Write for free production information 
on addressing perforated gummed la- 
bels using your list attachment. Box 
42, The Reporter, Garden City, N. Y. 








“FACSIMILE” MIMEOGRAPH STEN- 
CILS .. . for mimeographing complex 
forms, art work, printed copy, letter 
heads, even photos, on your mimeo- 
graph machine. Exclusive STENAFAX 
process cuts stencil electronically for 
$1.50. Write for samples and informa- 
tion. 
COMMERCIAL LETTER, INC. 
Stenafax Department 
1209 Washington Avenue 
St. Louis 3, Missouri 





OFFSET CUTOUTS 
headings, _ illustrations, 
cartoons, symbols, borders, panels, 
holiday art, type fonts, decoration, 
for offset reproduction. Most complete 
service in U. S. Free descriptive book- 
let. A. A. ARCHBOLD, Publisher, 
— S. Lake St., Los Angeles 6, 
alif. 


Promotional 





PROMOTION AIDS 


FREE 


THE SECRETS OF SUCCESS 


that made the millionaires, and more 


than $85,000 for me 


Paul Dyal ORchard 4-0623 
30 Irving Place, New York 3, N.Y. 





This is a personal presentation FREE 
by appointment only, for local pros- 
pects of 


THE HOUSE OF DYAL 


the only house in New York small 
enough to help little business become 
big business thru advertising, sales 
promotion, and commercia! printing. 
($5 min. inepiration chorge to trade 
and out of town requests). 





SITUATION WANTED | 
DIRECT MAIL MANAGER 





AGGRESSIVE 33 yr. old Vet—Thoro 
experience in ALL phases of D. M— 
purchasing — expediting — internal 
scheduling and production. Buy, sell 
and maintain lists. Box 43, The Re- 
porter, Garden City, New York. 











DIRECT MAIL DIRECTORY 


LISTINGS ONE LINE PER ISSUE, $15.00 PER YEAR 








ACETATE SHEET yey 
Aw > Bardes Company, inc 5th Street, Milwaukee, Wis. 
sonaaeene 
Ace Typing Service 467 Second Avenue, New York 16, N.Y. 
Advertising Enterprises 82-66 Grenfell Street, Kew Gardens, N. Y. 
Creative Maiiing Service 460 No. Main St., Freeport, N.Y 
De Letter Service 61-07 159th St., Flushing, N. Y. 
Fair Service 417 Cleveland Ave., Plainfield, NJ 
National Advertising Service, inc 2055 N. 17, Kansas City 4, Kansas 


ADDRESSING MACHINES 
Addressing Machine & Equipment Co...326 Broadway, New York 7, N. Y. 
The Elliott Addressing Machine Co..155A Albany St., Cambridge 39, Mass. 
aver & Wallingford 143 West Broadway, New York 13, N. Y 

ADDRESSING — TRADE 
Belmar Typing Service 107-32 104th Street, Ozone Park, N. Y 
Shapins Typing Service 68-11 Roosevelt Ave., Woodside, N.Y 
45-21 162nd St., Flushing, New York 

ADDRESSOGRAPH STENCIL CUTTING 

8 Nagele Court, Merrick, N. Y 


ADVERTISING AGENCIES 
Ad Scribe P. O. Box 254, North Canton, Ohio 
Artwil Company 22 West 48th Street, New York, 36, N.Y 
Frederick Asher, Ir 20 N. Wacker Drive, Chicago 6, Il! 
The Buckley Organization Lincoln-Liberty Building, Philadelphia 7, Pa. 
institute of Sales Promotion 13) Lefayette Street, New York 13, N.Y 
The Jay 4. Maish Company On Gospel Hill, Marion, Ohio 
Martin Ad Agency (Direct Selling Mail Order 15 PA. E. 40. N. Y. 16, N.Y 
Roskam Advertising (Mai! Order 1430 Grand, Kansas City 6, Mo 


ADVERTISING ART 
Raymond Lufkir 124 West Clinton Ave., Tenafly, N. J 
Ray Thompson Cartoon Studio Box 134, Wyncote, Pa 
Trapkus Art Studio (Smal! Ads 349 Tenth St., Moline, Illinois 
Harry Volk Jr. Art Studio 400 Central Building, Atlantic City, N. J 
ADVERTISING BOOK MATCHES 
Matct poration of America 3433.43 West 48th Place, Chicago 32, 
AUTOMATIC TYPEWRITERS 
American Automatic Typewriter Co 614 N. Carpenter St., Chicago 22, II! 


AUTOMATIC TYPEWRITING 

Ambassador Letter Service Co ...11 Stone St., New York 4, N.Y 
307 West 38th St.. New York 18, N.Y 
Pat Goheen & Associates (25 Robots 117 S. Meridian St indpis 25, Ind 
MacCallum Letter Service 7 So. Dearborn St., Chicago 3, Ill 
Reynolds & Company 109 North Dearborn St., Chicago 2, Illinois 

BINDING 
148 Lafayette Street, New York 13, N.Y 


BOOKS 
The Art & Technique of Photo Engraving, Horan Engraving Co., N.Y. 1, N.Y 
Art for Reproduction Repro Art Press. 80 Sth Ave., New York 11, N.Y 
BUSINESS CARD SERVICE 
70 Lafayette St.. New York 12, N.Y 


CATALOG PLANNING 
Catalog Planning Company... 101 West 55th St.. New York 19, N.Y 


COPYWRITERS (Free Lance) 
Bott, Jr 64 E. Jackson Bivd., Chicago, 4, Ill. 
sment. .A-21 Ogontz Manor, 5600 Ogontz Ave., Philadelphia 41, Pa 
Osann 175-35 88th Ave., Jamaica 32, N. Y 
Reed First National Bank Bidg., Howell, Michigan 
Advertising (Mail Order 1430 Grand, Kansas City 6, Missouri 
H. Shurtleff 1120 Wilson Ave Peoria 4, Illinois 
John Yeargain 442 East 20th St.. New York 9, N.Y. 

DIRECT MAIL AGENCIES 
57 East Jackson Bivd., Chicago 4, Ill. 
The Buckley Organization Lincoln-Liberty Bidg., Philadelphia 7, Pa. 
Dickie-Raymond, in Sheraton Bidg., 470 Atlantic Ave., Boston, Mass 
Dickie-Raymond, inc 521 Fifth Avenue, New York 17, N.Y 
Direct Mail Services 175 Luckie Street, N. W., Atlanta 3, Georgia 
The Reuben H. Donnelley Coro 350 East 22nd Street, Chicago 16, II! 
Duffy & Assoeiates, Inc 918 North 4th Street, Milwaukee, 2 Wisconsin 
The Folks on Gospel Hill 400 S. Main Street, Marion, Ohio 
Frederick E. Gymer 2123 East 9th St.. Cleveland 15, Ohio 
nstitute of Sales Promotion 131 Lafayette Street, New York 13, N.Y 
Mailograph Co., Inc 39 Water Street, New York 4, N.Y 
Proper Press, Inc 129 Lafayette Street, New York 13, N.Y. 
Reply-O Products Co 7 Central Park W., New York 23, N.Y 
Roskam Advertising (Mai! Order 1430 Grand, Kansas City 6, Mo 
Sales Letters, In 250 West 49th St.. New York 19, N. Y 
John A. Smith & Staff 11 Beacon St., Boston 8, Mass 
Car! G. Vienot, Inc 134 Summer St., Boston 10, Mass 


DIRECT MAIL — DEALER HELP 
Nationa! Advertising Service, Ir. 2055 N. 17, Kansas City 4, Kansas 
DIRECT MAIL EQUIPMENT — MANUFACTURERS 
All Purpose Metal Equipment Co 255 Mill Street, Rochester 14. N 
B. H. Bunn Company 7605 South Vincennes Avenue Chicago 20, Ill. 
Inserting and Mailing Machines Co Phillipsburg, NJ 
National Bundle Tyer Company Blissfield, Michigan 
Seal-O-Matic Machine Mfg. Co 401 Chestnut St., South Hackensack, N.Jj 
The Staplex Company 773 Fifth Avenue, Brooklyn 32, N.Y 
Tested Products Company 15115 Lanning Ave., Div. Az, Lakewood 7, Ohio 
Thomas Mechanical Collator Corp 30 Church Street, New York 7, N.Y 
DIRECT MAIL — GIFTS 
George E. McWeeney Co 120 Milton Avenue, West Haven 16, Conn 
ELLIOTT STENCIL CUTTING 
Address-O-Rite Stencil & Machine Co...64 W. 23rd St., New York 10, N.Y 
Clear Cut Duplicating Co 149 Broadway, New York 6, N.Y 
Creative Mailing Service 460 North Main St., Freeport, N.Y. 


star Typing Service 


G. W. Week 


Advertising 


Arrow Letters Corp 


Publishers Book Bindery, inc 


Homer |. Buckley 


¥ 
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ENVELOPES 
American Envelope Mfg. Corp.. 26 Howard St., New York 13, N.Y. 
The American Paper Products Co East Liverpool, Ohio 
Atianta Envelope Co., 1700 Northside Drive, P.O. Box 1267, Atlanta 1, Georgie 
397 High St., Dedham, Mass. 
The Clasp Envelope Company, inc 98 Bleecker St., New York 12, N.Y 
Columbia Envelope Co. 2015 N. Hawthorne Ave. Melrose Park, II|., Chicago Sub. 
Semvel Cuppies Envelope Co., inc.......360 Furman St., Brooklyn 2, N.Y. 
Cuppies-Hesse Corp., 4175 N. Kingshighway Bivd. St. Louis 15, Mo 
Curtis 1000 Incorporated Capito! Ave. & Fiower St., Hartford 6, Conn 
Deita Envelope Co,..1166 Terminal St.. P. O. Box 2523, Memphis 2, Tenn. 
Detroit Tullar Envelope Company 1041 14th St., Detroit 6, Mich. 
Double Envelope Corporation P. O. Box 658, Roanoke 4, Virginia 
Garden City Envelope Co.... .3001 North Rockwell St., Chicago 18, Ili 
The Gray Envelope Mfg. Co., 55—33rd St. Brooklyn 32, N.Y 
Heco Envelope Company... .4500 Cortland St., Chicago, 39, III. 
McGill Paper Products, inc.... Park Ave., Minneapolis 15, Minn. 
Orgier Envelope Co., Inc 167 41st St., Brooklyn 32, N. Y 
Rochester Envelope Co 72 Clarissa Street, Rochester 14, N.Y 
The Standard Envelope Mfg. Co....1600 East 30th St., Cleveland 14, Ohio 
Tension Envelope Corporation 522 Fifth Avenue, New York 36, N.Y. 
Tension Envelope Corporation 19th & Campbell! Sts., Kansas City 8, Mo 
Transeo Envelope Co 3542 N. Kimball Avenue, Chicago 18, Illinois 
Transo Envelope Co 22 Monitor St., Jersey City, New Jersey 
United States Envelope Company... —_ Springfield 2, Mass. 
The Wolf Envelope Company 1749-81 E. 22nd St., Cieveland |, Ohio 
Wolf Detroit Envelope Company 14700 Dexter Bivd., Detroit 32, Mich 
ENVELOPE SPECIALTIES 
Columbia Envelope Co. 2015 N. Hawthorne Ave. Melrose Park, |I!., Chicago,Sub. 
Curtis 1000, Inc Capito! Avenue and Flower St., Hartford, Conn 
Garden City Envelope Co.......3001 North Rockwell St. Chicago 18, Ill. 
Tension Envelope Corporation 19th & Campbell! Sts., Kansas City 8, Mo 
FOREIGN POSTAGE 
..6 Lahey Street, New Hyde Park, New York 
FUND RAISING 
William M. Proft Associates 27 Washington Place, East Orange, N. J 
IMPRINTERS — SALES LITERATURE 
L. P. MacAdams Company......301 John Street, Bridgeport 3, Connecticut 
Wolfe Imprinting Company : _— 52 Pear! St., Buffalo 2, N.Y 
INVISIBLE INK POSTCARDS 
Morley W. Jennings - E Orange, New Jersey 
LABEL PASTERS 
Potdevin Machine Company 200 North St 
LABELS 
Dennison Manufacturing Company 
Penny Label Company 


Foreign Postage Service... 


Teterboro, N J 


Framingham, Mass 
9 Murray St., New York 7, N.Y. 
LETTER GADGETS 
.45 West 45th St.. New York 19, N.Y. 
West Jackson Bivd., Chicago 4, Iilinois 
545 Fifth Avenue, New York 17, N. Y 


LETTERHEADS 
... 190 


Hewig Company 

A. Mitchell 

A. August Tiger 

Brunner Printing Company, Inc Jefferson Ave., Memphis, Tenn 
Harper Engraving and Printing Co 
R. O. H. Hill, Inc 
Letterart 


"283 E. Spring St., Columbus 15, Ohio 
270 R Lafayette Street, New York 12. New York 
Carmel 6, Indiana 


MAGAZINES 
444 Madison Avenue, New York 22, N.Y 


MAIL ADDRESSING STICKERS 
Eureka Specialty Printing Company Scranton, Pennsy!vanie 
MAIL ADVERTISING SERVICES (Lettershops) 
Acme Mail Advertising Co 1301 Dodge St., Omaha 2, Nebraska 
Advertisers Associates, Inc.........1627 Penn Ave., Pittsburgh 22, Pa 
Benart Mail Sales Service, 228 East 45th St. New York 17, N.Y. 
Century Letter Co., Inc.. 48 East 21st St.. New York 10, N.Y. 
Circulation Associates 1745 Broadway, New York 19, N. Y. 
Mary Ellen Clancy Company 250 Park Avenue, New York, N. Y. 
Cleveland Letter Service, Inc 740 W. Superior Ave., Cleveland 13, W 
A. W. Dicks & Co. 386 Victoria St., Toronto 2, Ont., Can 
Fair Mail Service 417 Cleveland Ave. Plainfield, N J. 
The Folks on Gospel Hill... ‘ 400 S. Main Street, Marion, Ohio 
General Office Service, Inc. 527 6th St., N.W., Washington 1, D.C. 
Ralph E. Harris Associates 914 Walnut St., Philadelphia 7, Pa. 
Inserting and Mailing Corporation 2 Broadway, New York 4, N.Y 
The Lemarge Company 417 S. Jefferson St., Chicago 7, II! 
The Letter Shop 214 Mission St., San Francisco 5, Cal 
Long Island Letter Service 95 Mineola Bivd., Mineola, N.Y 
MacCallum Letter Service 7 So. Dearborn St., Chicago 3, II! 
Mailograph Co., New York 4, N.Y. 
Mailways i .. West. Toronto 1, Ont., Canada 
National Advertising Service, Inc. 2055 N. 17, Kansas City 4, Kansas 
Premier Printing & Letter Service 620 Texas Ave., Houston 2, Texas 
Rochester Consumer Advertising Corp 210 Lyell, Rochester 6, N.Y 
Roskam Advertising (Mail Order) 6 West 10th, Kansas City 5, Mo 
The Rylander Company 216 West Jackson Bivd., Chicago 6, Ill. 
Union County Business Bureau Westfield, NJ 
Woodington Mail Adv. Service. ‘ 1304 “Arch St., Philadelphia 7, Pa. 
MAILING LISTS—Brokers 
* Archer Mailing List Service West 55th St., New York 19, N.Y 
* George R. Bryant Co. of N.Y., Inc. ..595 Madison Ave., New York 22. N.Y 
* George &. Bryant Co. 75 East Wacker Drive, Chicago |}, II! 
* Walter Drey, Inc 333 N. Michigan Avenue, Chicago 1, Illinois 
* Walter Drey, Inc 257 Fourth Ave., New York 10, N.Y. 
* Guild Company 160 Engle Street, Englewood, New Jersey 
* Lewis Kleid Company 25 West 45th St., New York 36, N. Y 
* Willa Maddern, Inc.... 215 Fourth Ave., New York 3NY 
* Mosely Mail Order List Service 38 Newbury St., Boston 16, Mass 
* Names Unlimited, inc , New York 10, N.Y 
* D. L. Natwick 136 W. 52nd St., New York 19, N.Y. 


The American Home 


THE REPORTER OF DIRECT MAIL ADVERTISING 





Planned Circulation 

Roskam Advertising (Mai! Order) 
Sanford Evans & Co. Ltd.. 

* James E. True Associates 


Allison Mailing Lists 

Arrow Industrial Lists 
Associated Advertising 6ervice 
Bodine’s of Baltimore 
Bookbuyers Lists, Inc.... 
Boyd's City Dispatch, Inc 
Catholic Laity Bureau. 
Creative Mailing Service 
Walter Drey, Inc 

Walter Drey, Inc. 


Dunhill List Company, ine. 
Industrial List Bureau. 
Jewish Statistica! Bureau 


The Walter S. Kraus Co. 
Market Compilation Bureau 


Montgomery Engineering senate 8500 - 


J. R. Monty Turf Fan Lists. . 

New Jersey Industria! Directory. 
Official Catholic Directory Lists 
Paramount Mailing Lists 

W. S. Ponton, Inc 

Rochester Consumer Advertising Corporation 


Herbert A. Watts Limited 


Whitt Northmore Schultz 1115 
MATCHED STATIONERY 


Tension Envelope Corporation... . 
Mercury Service Systems, Inc 
Addressing Machine & Equipment Co.. 
Chicago Ink Ribbon Company 
Addressing Machine & Equipment Co.. 


The Beckett Paper Company 
Eastern Corporation 

Esleeck Manufacturing Company 
Fox River Corp. 

W. C. Hamilton & Sons 
Hammermil!l! Paper Company. 
International Paper Company 
McLaurin-Jones Company 
Mead Sales Co 


crease 
market. 
The only way to prove it was to 
try it! That is, cancel all dealerships — 
and start selling by mail again. It was 
our opinion that dealers had contrib 
uted very little to our sales the past 
that we could, 


would price us out of the 


two and a half years 
at least, hold our own by selling direct 
by mail. Yes we had our equipment 
on display in their sales rooms. Sure — 
the dealer them, polished 
them, touched up the scratches, and 
delivered them to the customers’ offices. 
But we had lost our personal contact 
with the users, which we had enjoyed 
prior to 1950. Our profits were fading 
away, and we, still, were advertising 
by mail for our dealers. 

We could point to no_ precedent 
where such equipment had ever been 
sold strictly by mail. In fact, the as- 
sumption was that one HAD to have 
dealers or a national sales organization 
of his own. Precedent said to stick to 
our dealers. With our tongues in our 
cheeks, we decided to cancel all deal- 
erships immediately and start a direct- 
drive by mail within 


uncrated 


to-consumer 
thirty days. 
That decision was made on Septem- 
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19 West 44th Street 
1430 Grand, Kansas City 6, Mo. 

.165 McDermot Ave., Winnipeg, Canada 
19 4th Ave., New York 16, N.Y. 

* Members — National Council of Mailing List Brokers 


MAILING LISTS—Compilers & Owners 
400 Madison Ave., 


..565 Fifth Ave., 
45 Astor Place, New York 3, N. Y. 
‘ 320 Broadway, New York 7, N.Y. 
Kozak . 147 South Lyon Street, Batavia, N.Y. 
Long Island City 4, N.Y. 
11834 Ventura Bivd., N. Hollywood, Calif. 
12 St., Detroit 6, Michigan 
..201 East 46th St., New York 17, N.Y. 
..408-38th Street, Union City, NJ. The Davenport Press, 
McCormick-Armstrong Co. 
PRINTING—Offset Lithography 
Bachman Reproduction Service. . 
H. S. Crocker Company, 
McCormick-Armstrong Co 


. 48-01 42nd St., 


12 Barclay St., 
77-14 138th Street, Flushing 67, N.Y. 
..50 East 42 Street, 
.210 Lyell, Rochester 6, N.Y. 
Southwestern Progress Corp. (Wm. D. Ryan, Sales Mgr.) 
232 N. Canon Dr., 
.177 King Street West, Toronto, Canada 
MAIL ORDER CONSULTANT 
Old Elm Lane, Glencoe, Illinois 


19th & Campbell! Sts., 
MESSENGER — TRUCKING SERVICE 
461 4th Avenue, New;York 16, N.Y. 
MIMEOGRAPH MACHINE 
326 Broadway, New York 7, N. Y. 
MULTIGRAPH SUPPLIES 
19 So. Wells St., Chicago 6, Ill. 
MULTILITH & MULTIGRAPH MACHINES 
.326 Broadway, New York 7, N. Y. 
PAPER MANUFACTURERS 


. Turners Falis, Massachusetts 


.220 East 42nd St., 
Brookfield, Massachusetts 
810 Public Ledger Bidg., 


Mohawk Paper Mills, 


New York 36, N.Y. 
Neenah Paper C 


New York 17, N. Y. 
.Box 910, Holyoke, Massachusetts 
613 Willow St., Port Huron, Mich. 
444 €. —— Ave., 
363 Broadway, New York 13, N.Y. 
114-120 East 23rd St., 
. 45 West 45th Street, New York 36, New York 
460 No. Main St., 

333 N. Michigan Avenue, Chicago 
257 Fourth Avenue, New York 10, New York 


Baltimore 12, Md. 

Henry Harris 

New York 10, N.Y. 

Moss Photo Service, 


Freeport, New York Mulson Studio 


Rd., Towson 4, Md. 
New York 17, N.Y. 
Hopp Plastics 


New York 8, N.Y. 


New York 17, N.Y. 


Beverly Hills, Calif. Peter Fress. 


Printcraft Press, Inc. 
Proper Press, 


Kansas City 8, Mo. Shield Press, Inc. 


The William Feather 
Wetmore & Company 


. .Hamilton, Ohio 
Bangor, Maine 


Appleton, Wisconsin 


. .Miquon, Pennsylvania 


Erie, Pennsylvanie 
New York 17, N.Y. 


Philadelphia 6, Pa. 


ber 10 — the day we got notice of 
another 10% increase in our costs. On 
September 15, an air-mail, special 
delivery, 5-page letter was sent to every 
dealer. We simply HAD to sell our 
dealers on the reason for our action. 
Ve HAD to have them as our friends. 
We wanted them, if possible, to agree 
that we had done the right thing. 
Pardon our modesty, but the letter 
to our dealers was a masterpiece! Co- 
operation was unanimous even though 
it would cost a few of them between 
ten and twenty thousand dollars gross 
annual income. Not a single dissent! 
Of course, we protected them on stock 
on hand. We offered to take it back 
or let them try to sell it in 90 days — 
then take back all unsold items. 
Vithin 30 days, we announced: “Up 
to 13% Reduction in prices on New 
Direct-to-Consumer Plan — in spite of 
higher steel costs!” As expected, sales 
dropped sharply for the next three 
months. Dealers were unloading their 
stocks and, of course, not re-ordering. 
They were taking sales away from us. 
We even helped them unload by ask- 
ing them to deliver from their ware- 
houses when our orders happened to 
come from their territories. But direct 


Nekoosa-Edwards Paper 
Rising Paper Company .. 

PARCEL Post MAILING BOXES 
Corrugated Paper Products, 22 


Nassau Photo Engraving Co., Inc. 
PRP, GE. cc ccccdevcnsvuas 460 West 34th St., 


Sickles Photo-Reporting Service 


Postal Digest Company 


Moss Photo Service, inc 


Advertising Trades Institute, Inc. 
Direct Mail Advertising Assn 
Mail Advertising Service Assn 
TRUCKING — MESSENGER SERVICE 
Mercury Service Systems, 


Walter “Doc” Hanson. . 
Zenith Typewriter & Adding ‘Machine Co. 34 E. 22nd St. New York 10, N.Y. 
XEROGRAPHY — PLATES 
Clear-Cut Duplicating Company 


465 Saratoga Street, _ New York 
eenah, Wisconsin 
Port ‘tee Wisconsin 
Housatonic, Mass. 
Utica Ave., Brooklyn 34, N. Y. 
PHOTO ENGRAVERS 
183 First Street, Mineola, N.Y. 
New York 1, N.Y. 
PHOTOGRAPHERS 
.. .8841 - 20th Avenue, Brooklyn 14, N.Y. 
PHOTOS IN Ss 
50th St., New York 19, N.Y. 
"e ©. , 2 1941, Bridgeport 1, Conn 
PHOTO-REPORTING 
. s+». 38 Park Place, Newark, N.J. 
PLASTICS 
.460 West 34th Street, New York, N.Y 


POSTAL INFORMATION 


150 Nessau Street, New York 38, New York 


COLOR POSTCARDS 
350 West 50th St., 


PRINTING—Letterpress 
. Mineols, N.Y 
1501 East Douglas Ave., Wichita 1, Kansas 


New York 19, N.Y. 


..259 East 43 Street, New York 17, N.Y. 
San Bruno, California 

1501 East Douglas Ave., Wichita 1, Kansas 
42 West 33rd Street, New York 1, N.Y 


PRINTING—Letterpress and Offset Lithography 
Paradise Printers and Publishers 


Paradise, Pennsylivanie 
229 West 28th St., New York 1, N.Y 
129 Lafayette Street, New York 13, N.Y. 
.2010 Montcalm St., Indianapolis, indiana 


PUBLICITY-PUBLIC RELATIONS 
Arthur Pine Assbciates 6 
SALES PROMOTIONAL COUNSEL 
Martin Ad Agency (Direct Selling Mail Order) 
SYNDICATED HOUSE MAGAZINES 


7 West 44th St. [New York 36, N. Y. 
15 PB E. 40, N. Y. 16, N.Y. 


812 Huron Rd., Cleveland 15, Ohio 


“Business Brief,” 1015 So. Shepherd Dr., Houston, Tex. 


TRADE ASSOCIATIONS 

270 Park Ave., New York 17, N.Y 
381 Fourth Ave,. New York 16, N. Y. 
18652 Fairfield Ave., Detroit 21, Mich. 


Inc. 461 4th Avenue, New York 16, N.Y 


VARITYPE EQUIPMENT 
.. .303 Buckeye Building, Cleveland 15, Ohic 


149 Broadway, New York 6, N. Y. 


mail advertising was stepped up and, 
with the dealer out of the picture, our 
margin of profit rose. 

Today, our dollar volume on what 


was once strictly dealer items far ex- 
ceeds our best dealer year. We are 
selling more units than ever before. 
Our margin of profit is quite satis 
factory. Again we have that personal 
touch — by mail or by phone — with 
every customer. Less than one-half of 
one percent of them has crabbed about 
the loss of dealer service. 

It again reminds us of “When some 
thing has been done a particular way 
for 15 or 20 years, it is a pretty good 
sign — in these changing times — that 
it can be done a better way. 

* * * 

What more need be said? Mail order 
is a great method of doing business... 
if you know it, love it, and are willing 
to put up with all its trials, tribula 
tions and headaches. 

Mail order will grow even greater in 
the years to come because there are 
so many fine people who are willing to 
experiment, to question, to swap ideas, 
to strive for better things. To those, 
we say 


MANY HAPPY RETURNS! 





(jrom page 15) 


Ill., also marking their 50th year this 
year, used a series of full color photos 
in their 1953 Annual Report to dram- 
atically illustrate the company’s opera- 
tion and scope. Very impressive. And a 
really complete annual report is the one 
just published by The Franklin Square 
National Bank, Franklin Square, L. L., 
New York. Gives a graphic breakdown 
of just about everything a stockholder 
would want to know about the company. 
Everything is pictured . . . with a photo- 
graphic report of some of the bank’s 
most important local community services. 


_ 
eee 


[] A SINGLE FOCUS on eight Time 
magazine essays is given in a new booklet 
by the same title. The essays are chosen 
from weekly articles that have appeared 
in Time during the last year. Time's 
business essays are designed to bring a 
significant problem or opportunity in the 
realm of business or finance into focus 
each week. Reprints in the booklet cover 
writings on everything from the possibil- 
ities of commercial atomic power to why 
foreign goods offer little competition 
in the U.S. A Single Focus has been 
mailed to manufacturing, advertising pub- 
lic relations and other executives of 1,000 
largest companies in the country. You 
can get a copy of the booklet by writing 
to John McLatchie, advertising director 
of Time, at 9 Rockefeller Plaza, New 
York 20, N. Y. We suggest you do . 

A Single Focus will give you some top 
business thinking. 
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[] CONGRATULATIONS to George 
M. Robinson, Mohawk Paper Mills, Inc., 
Cohoes, N. Y., who was elected Presi- 
dent of the Paper Makers’ Advertising 
Association at their 41st annual luncheon, 
Hotel Lexington, March 30, N. Y., N. Y. 
PMAA meets every year during the 
Spring gathering of the National Paper 
Trades (NPTA) Convention. Luncheon 
speaker was Arthur Tofte, manager of 
advertising and industrial press depart- 
ment, Allis- Chalmers Manufacturing 
Company, Milwaukee. Others elected to 
office were: Eliot Wight United States 
Envelope Company, eastern vice presi- 
dent; Tad R. Meyer, Nekoosa-Edwards 
Paper Company, western vice president; 
Bradley E. Stafford, Strathmore Paper 
Company, treasurer, and George Sher- 
wood, W. C. Hamilton & Sons, secre- 
tary. 
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[] THE BETTER BUSINESS BUREAU 
and legitimate auto dealers are ganging 
up on car salesmen who dupe the public 
with sleazy trade-in offers. A _ leaflet 
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titled Beware The Busher is being made 
available to honest dealers for large dis- 
tribution in an effort to stamp out 
“bushers” in the business. The leaflet ex- 
poses the “busher”, a trade term for a 
chisler who makes fancy, unsubstantial 
trade-in offers to get people to buy new 
cars. He usually mails a card or places it 
on the windshield of a prospective suck- 
er’s car. It reads: “Would you take $1400 
for your automobile in trade on a new 
Biank?”, and gives the name of the 
dealer and salesman making the pitch. 
When the prospect arrives at the agency, 
he contacts the saleman and makes a 
selection. After the papers arranging for 
the trade-in and purchase are filled out, 
the salesman “has to get the approval of 
the boss”. The gimmick is that the boss 
(usually the dealer himself), won’t o.k. 
the transaction. After giving the sales- 
man a verbal lashing for offering such 
a high trade-in allowance, he offers a 
“compromise” price. The new offer may 
be $1,000, or a price that is much lower 
than what the customer could get at 
another agency . . . but the customer 
usually falls for it. Bait advertising and 
“Blitz” sales practices in the automotive 
industry have caused a flood of com- 
plaints. We're glad to see the BBB and 
reputable dealers take some much-needed 
action. 
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2 THE LIVE-WIRE PUBLICITY 
DEPT. of Cory Corp., 221 N. La Salle 
St., Chicago 1, Ill. doesn’t miss a trick. 
They're one of the most consistent press 
release mailers in the entire manufactur- 
ing field. Latest announcement is about 
a broadside mailed to over 100,000 dis- 
tributors and dealers . - to unveil 
Cory’s giant Fresh’nd-Aire air condition- 
ing promotion program for 1954. The 
slam-bang broadside tells dealers to “get 
in on 1954’s biggest boom” .. . the 
“boom” being a Fresh’nd-Aire campaign 
in more than 50 national magazines. A 
lot of the Cory press releases sent to us 
have nothing to do with direct mail .. . 
we can’t use them. But at least it’s a 
pleasure to read most of them. They’re 
concise, offering a relief from a lot of 
the rambling industrial treatises which 
cross our desk. Besides always including 
a picture to help us find out in a hurry 
what it’s all about, we also thank Cory’s 
press writers for not trying to jam the 
whole story into a 70 word lead. Other 
publicists please note: Contrary to how 
some newspapers editors may handle your 
stuff, we don’t start reading a press re- 
lease from the bottom graf . . . blue- 
penciling until we reach the “essentials” 
in the lead. We're happy to read the 
four “W’s” in separate grafs especially 
when getting them all into the lead 
means struggling through 70 word sen- 
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[| APPLYING STAMPS BY HAND 
is made easier with this new dispenser 
called “Dispens-A-Stamp” . . . made by 


Dispens-A-Label Devices, 201-203 Boggs 
Ave., Pittsburgh 11, Pa. List price is 
$4.95. It moistens and helps apply 100 
stamps in 5 minutes. An abrasive surface 
holding stamps makes it impossible for 
the operator to separate more than one 
stamp at a time, regardless how fast 
the operator works. Also seals 100 en- 
velopes flaps in 2 minutes, and can be 
used for stickers, labels, etc. 
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[1 HOWARD DANA SHAW’S §sstir- 
ring To My Son has been republished 
in a new revised edition. More than ten 
years ago the daddy of letter writers 
wrote two letters to his teen-age son . 
one on success and another on money. 
They were published in a booklet. When 
it came out, demand for the booklet 
spread like wild fire. Parents, schools, 
Boy Scout troops, etc. all wanted copies. 
Nearly 100,000 copies were used by life 
insurance companies alone. Howard's 
fatherly advice is still solid as a rock 
today .. . even more so. Horizon House, 
West Chester, Pa. (successors to the 
original publishers) is offering the new 
booklet at 30c a copy for orders of 50 
to 99, with discounts for larger orders. 
Insurance companies should investigate. 
One manager mailed the original booklet 
to lists of selected parents of teen-age 
boys. Of those his agents called on, 
100% were sold! 
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() DEMOCRATS MIGHT NOT LIKE 
IT, but the American Home Laundry 
Manufacturers’ Assn., 20 N. Wacker 
Drive, Chicago 6, Ill., has created a 
clever merchandising gimmck . . . to get 
the 10 per cent excise tax on household 
laundry appliances repealed. All mem- 
bers of Congress and key government 
officials have received an_ illustrated 
brochure produced by the association, 
urging them to repeal the tax. As an in- 
centive, the brochure includes a sample 
of a card the association would place on 
every dryer and ironer shipped from the 
factories of their 28 members companies 

. . if the tax was repealed. It reads: 
“The price of this Dryer (or) Ironer has 
been reduced $25.00 through the action 
of the 83RD CONGRESS in repealing 
the manufacturers’ excise tax.” The idea 
is a good way to influence legislature . 
but we're wondering how Democratic 
representatives will take it. More grist 
for the campaigning mill. 
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() REQUEST: When you have finished 
reading (and perhaps re-reading) How 
To Think About Mail Order, take off 
a few minutes and write a letter to The 
Reporter, telling us how you liked it. 
Any objections, criticisms, or suggestions? 
We'd really like to hear from a lot of 
you. 


THE REPORTER OF DIRECT MAIL ADVERTISING 
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send now for Creative's List Data Cards 


HY “TOOLS-OF THE TRADE”? 

Well it seems to us that ac- 
curate description of lists provided 
at regular intervals on data cards 
are really tools of the trade to the 
list buyer. 

They represent a handy market 
place in which to shop for produc- 
tive lists to help in selling a product 
or service. 


GENERAL BUSINESS LISTS 


Rated Business Firms 

Telephone Directory Display Advertisers 
Branch Officers of Rated Business Firms 
Rated Manufacturers 

Rated Wholesalers 

Rated Contract Construction Firms 
Rated Corporations 

Rated Retailers 

New Business Firms 


SPECIALIZED BUSINESS LISTS 
in the Fields of: 


Manufacturing 
Wholesaling 
Retailing 
Construction 
Service Industries 


We would liké to include you,on 
our data card distribution lists Just 
drop us a note. . . tellus the kind 
of lists you may be interested in. . . 
or tell us about your particular offer 
and let us suggest how and what 
to use. 

One of our services is to assist 
mailers in arranging a test pattern 


EXECUTIVE LISTS 


Newly Promoted Executives 
Standard & Poors Executives 
Professional Men 

Sales Managers 

Purchasing Agents 
Treasurers 

Factory Executives 
Personnel Managers 

Office Managers 

Chief Engineers 

Production Managers 


CREATIVE MAILING SERVICE INC. 


designed for their particular needs. 
A carefully planned test pattern 
saves time and money in locating 
productive markets. 

Listed below are general descrip- 
tions of the kinds of lists we work 
with. They are all recompiled at 
regular intervals from the latest 
source materials: 





CANADIAN LISTS 

Rated Business Firms 

Qualified Canadian Householders 

Canadian Owners of Business 

Canadian Farmers 

In addition to the above we have 

several experimental lists now being 
compiled. These will be tested by 
several cooperating mailers and will 
be generally announced when they 
have proved succesful. 


460 NO. MAIN ST., FREEPORT, N. Y. 


1 am interested in the following List Data Cards: 
[] General Business [] Specialized Business [] Canadian [] Executive 


COMPANY ........ 





YOUR MAIL ORDER SALES 
DIRECT BY MAIL THROUGH 
MOSELY TEAM SERVICE... 





An experienced MOSELY mail order list account executive will study 
your opportunities and custom-recommend the cream of OVER 162 
MILLION MAIL ORDER BUYERS, INQUIRERS, PROSPECTS for 
modest-cost one-time rental addressing for your objective. 

The top-flite, fast-moving MOSELY LIST PRODUCTION DEPART- 
MENT will speed all arrangements with list owners everywhere, issue 
clear instructions and follow through all the way to expedite address- 
ing by list owners. This will save you time, work, money —at no extra 
cost to you, (only one of the 5 MOSELY SERVICE TEAM Depart- 
ments to serve you). 

Write today your mail order needs and plans for valuable custom-prepared 
MOSELY MAIL ORDER LIST RECOMMENDATIONS and COUNSEL 
without charge to Dept. RE-4. 


Charter Member National Council 
of Mailing List Brokers 


NEW MAIL ORDER CUSTOMERS IN VOLUME DIRECT BY MAIL 


CAN ADD THOUSANDS 
OF NEW MAIL ORDER 
CUSTOMERS DIRECT 
BY MAIL TO THE CON- 
SUMER BY PUTTING 
YOUR MAIL ORDER 
SELLING PROBLEMS 
UP TO THE FRIENDLY 
MOSELY GANG. 


PEG O'LEARY 
Executive Vice President 


MAX MILLER 
Vice President 


EMMA ROMANI 
Manager Production Dept. 


MARGARET SIMONS 
Assistant Production Mgr. 





